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NEOPRENE CREPE SOLES 


add comfort and extra-long wear 
to good-looking safety shoes 


by 











Courtesy: Thom McAn 
Safety Shoe Division, New York, New York 


Here's a shoe designed for rugged duty, atyled for * 
casual wear. A swept-back moccasin toe, Thom McAn's new Only neoprene offers this balanced 
“Jaguar” safety shoe conceals a steel toe box. Light, cool and combination of properties 


comfortable, this tan, low-cut model features extras in looks, 
comfort and durability from the bottom up, 


for work- and safety-shoe soles 


Tough, resilient neoprene crepe solea and heels add bounce © Resistance to oils, greases 
to each step... make standing jobs leas tiring, Neoprene won't ° 
soften or spread, even in extreme heat, It won't chip or crack 

on rough surfaces. And neoprene soles and heela maintain their 


Resistance to flex cracking—even at 
freezing temperatures 











trim profile despite exposure to oil, grease and chemicals © Resistance to abrasion, chipping 
Neoprene’s permanent cushion of comfort helps your shoes ® Resistance to acids and other chemicals 
wear longer, feel better and sell faster. A premium shoe © Resistance to heat 
deserves a premium sole—specify Du Pont neoprene to insure 
quality soling material. SEND FOR FREE BOOKLET 
| | 
| E. 1. du Pont de Nemours & Co, (Tne.) j 
Elastomers Division BS-9 } 
DU PONT NEOPRENE | itrincicn ope | 
: | Please send me your illustrated booklet “Neoprene Crepe | 
The rubber made by Du Pont since 1932 | Soles,” containing full information on neoprene’s unusual | 
| properties... data on comparative testa ...detailed deacrip- | 
| tion of ita superior qualities | 
: Name SEL LR : 
— . Td — | 
BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY Cn —— 7 
| City ee iat | 
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A thought for the man on the fitting stool... 


At takes 


160 PAIRS OF SKALLED HANDS 


just to make one pair of women’s shoes 





When you sell a pair of shoes, tell 
your customer she has just bought 
America’s biggest dollar’s worth today. 


Brown Shoe Company 


St. Lovis ... Makers of: Air Step * Buster Brown * Official Boy Scout Shoes 
Official Girl Scout Shoes * Life Stride * Naturalizer * Pedwin * Propr-Bilt 
Risqué * Robin Hood * Roblee * Westport 
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(A) ELASTICIZED TOP-LINE BALLET. 
High = special leather with a 
stretch. Elasticized to fit like a 
glove. No gapping problem. Smooth 
leather insole, Natural color backs 
on leather upper will not stain foot. 
100 White N, M 8/12 $1.95 
101 Black N,M12%/3 $1.95 

NM 3%/10 $1.95 


(B) PLEATED TOE BALLET. Hand 
pleated and lasted. Reinforced 
throat can’t split. Leather insole. 
Won't fade on foot. Elastic instep 
strap. 

50 White M 6/72 = $1.85 
51 Black N, M 6/12 $1.85 
53 Red N,M12%/3 $1.85 
54 Blue N,M 3%2/10 $1.85 
55 Pink 


(C) STREET BALLET. Same as 
pleated toe ballet above except no 
instep strap. 

59W Black N, M 3/10 $1.85 
60W White N, M 3/10 $1.85 



















(A) 











(D) LUCKIES. Leather outsole. Lip 
taps included. 

1080 White N,M7/12 $3.00 
1080M White N,M12%2/3 $3.25 
1080W White N,M3%2/9 $3.60 
10B1C BlackPat N,M7/12 $3.00 
1081M Black Pat N,M12%/3 $3.25 
1081W Black Pat N.M3%/9 $3.60 


/ fe BOYS’ TAP. Leather outsole. 
61 Black Patent B,08%2/13% $3.85 
B,D 1/6 $4.10 


NEW YORK SALES OFFICE 


Rooms 933-935 Marbridge Bidg. N S T Oo Cc 


47 W. 34th Street IMMEDIATE DELIVERY 


ST. LOUIS SALES OFFICE 
Room 408 Silk Exchange Bidg, ALL MADE IN OUR MODERN FACTORY 


12th & Washington TERMS: 5%-30 DAYS, 31 DAYS NET. 
PRICES SLIGHTLY HIGHER WEST OF DENVER 


ED WHITE JUNIOR SHOE CO., DEPT. 7, PARAGOULD, ARK. 
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CORRECT DANCE FOOTWEA 
CORRECT FIT 






























shoes is concentrated in Leather Industries of 

America’s full-color page ad in the October issue of 
Woman's Home Companion, The theme—/sn’t Leather 
Wonderful! The fashion-right Fall leather colors and tex- 
tures beautifully styled into elegant shoes add up to real 
sales “zing’’—the kind that results in more unit sales, 
more dollar yolume, more repeat business for you, 


The impact of this powerful shoe-selling message will 
reach more than four and one-half million readers of the 
Companion—women who hold the purse strings on pur- 
chases for families in the upper third income bracket, And 
all of them are women who look to leather for quality, 
elegance and value in shoes, 

A complete promotional kit is ready to assist you in your 
Isn’t Leather Wonderful promotion, It contains a host of 
attractive interior and window display suggestions, counter 


\" THE SALES appeal in the Fall collection of quality 
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cards that are stoppers, many suggestions for eye-catching 
newspaper ads and a great deal more, Just return the 
coupon below to receive your kit—promptly! 

Leather is the key to wonderful promotions — wonderful 
profits ! Use it to unlock the door to more shoe sales this Fall, 


LEATHER INDUSTRIES OF AMERICA 
° All Fifth Avenue, New York 16, N. Y. 


. 
Gentlemen: 
» , , : , 
Please forward your Woman’a Home Companion kit: 
. 
NAMB... 
° 
DR HSA 
@ Abpne 
., or ZONE STATE 
J ee ee ee ee Se ee oe ee . 2 ° 
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LADY ViviID 


Black Suede with Black Calf 
Collar and Heel Cover — 
Gunmetal Underlay 


6.35 


















STRATO 
Black Suede with 

Black Enamel Eyelets... 

White Stitch and Black Suede Bow 


5.35 
NEW SUGAR BLUES 


Black Smooth Leather 
Black Suede 4,75 


















DADDY O 
Black Calf with 
Silver Underlay and 
Silver Buckle §,60 













VENUS FLAIR 

Black Suede, Black Patent, 
Black Calf and Navy Calf 
Chestnut Brown Suede 
Beige Calf 


6.35 







ROXANNE 

Tan Cobble Calf with 

Brown Celluloid Stacked 
Leather Heel Cover 

Perfed with Gold Underlay 


; Demosele 


SEND ORDERS TO IN-STOCK DEPARTMENT, DEMOSETTE SHOES, WASHINGTON, MISSOURI 
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“| WISH MY MOMMY 
WOULD BUY ME... 
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EBY SHOE CORPORATION EPHRATA, PA. 


Los Angeles Office: Alexandria Hotel, Room 802 New York Sales Office: 465 Marbridge Bidg 
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Now- 


NATURAL POISE 
and CONNIE shoes 


are cushioned 


with AIRFOOT! 


—_ i 


Sg 
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Nationally advertised NATURAL POISE and 
CONNIE lo-heelers are smartly styled, featured 
in leading stores from coast to coast. 

WOHL Shoe Company of St. Louis cushions both 
with AIRFOOT — a boon to consumers, manu- 
facturers and retailers, too. 

For AIRFOOT, the first and foremost foam rubber 
cushioning designed specifically for footwear, pro- 
motes new sales with immediate comfort—builds 
repeat sales with lasting satisfaction! 


Sw. Lyf} = 2D life 2 
wot OMI / GOODSVEAR . 


Airfoot=T.M, The Goodyear Tire & Rubber Company, Akron, Ohio 
WORLD'S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSHIONINGS DESIGNED SPECIFICALLY FOR FOOTWEAR! 





How AIRFOOT cushions without 
adding bulk; The superior com. 
pression and “comeback” ratio of 
AIRFOOT allowa thinner sec. 
tions in insole cushion applica- 
tions, Full, lasting comfort 
without compromine of atyle! 





September |, 1956 







OTHER AIRFOOT ADVANTAGES: 


Lighter-for-density than 
other rubber cushionings 

yet the thinnest layer 
stands up! 


Controlled aeration— 
“breathes” all over with- 
out forming weak spota, 


Unvarying support —acien- 
tific compreasion ratio 
assures instant comeback 
for life of ahoe! 


Proved quality—yeara in 
development, years in 
use under all conditions, 
assure customer~-satia- 
faction, No crumple, 
crumble, lump up or 
break down! 


Note to shoe manufac 
turers: For aamplea and 
information on ease of 
application, contact: 
Goodyear, Foam Producta 
Division, Akron 16, Ohio, 











CAN YOU FOOL 
YOUR CUSTOMERS 


o) a : | : 
quali Pe your answer to h 


this question is NO 


Getter Stock Up You 


with the Orgénal HOLLYWOOD 


SKUF SHINE 


by the makers of famous Sani-white « ® 


.. the Fastest selling premium WHITE SHOE POLISH in the nation 


COVERS SCUFF MARKS %-cc2ntly 
WITHOUT BRUSHING! ! 


FOR BROWN, RED, BLUE, BLACK and BLACK PATENT LEATHER 























ON RADIO, TV, SATURDAY EVENING POST, PAR- 
ENTS MAGAZINE and other leading national pub- 
lications plus local newspapers from coast to coast 








“a snows ° | PHONE YOUR HOLLYWOOD 
FON BRUSHING REPRESENTATIVE Ymmeddately 










pies, #RICn SAM FELTON + MORTY GOLDSTEIN 
ee / HERMAN RAND * ALBERT DAVIS 
ey sac CARL GUECIA 






OT at JAmaica 9-3700 or write 


HOLLYWOOD SHOE POLISH, INC. 
RICHMOND HILL 19, NEW YORK 


~~ ~ 
77 14 4\™% 





Looks exclusive, sells ata popular price 


MELGO: 


If MELGO by Lawrence were 


is OXpPensive 
aa it looks, 


your customers couldn't afford it! 

This mellower corrected gratin combination 
tanned side leather has the pedigree look of 
distinetion without the high price tag. Yet, 
for all ite smooth, rich beauty, MELGO. is 
rugged and resists wear and sculls, But there's 


more to MELGO than beauty and long wear! 


C. LAWRENCE LEATHER COMPANYS 


side leathera by Lawrence: 


by CS site 


a. MELGO is exceptionally work- 
able, put it to work making sales for you, 
Your customers would expeet to pay more 
for fine leather like MELGO that’s why 
you can CAPO | more business from it! 


Also in the “Great American Family” of 


mellow FINA, 
TOPPA and quality UNEERKA, 


luxurious 


« A DIVISION OF BWIFT & COMPANY, UNG) PEABODY, MAGE 











TRADE MARK REG 


AVON SOLE COMPANY, AVON, MASSACHUSETTS 


For forty-six years specialists in fine sole materials 


Makers of the famous 
AVON DU-FLEX, CUSGH-N-CREPE and OU-PLEX AVONITE SOLES 














e’s one ot your 
est Customers 


--- AND HIS BUSINESS 
CAN BE PROFITABLE 


Sure, before Avonite, the children’s shoe business was a headache. 

But, since the majority of returns are for sole failure, and since Avonite Soles virtually 
climinate returns for this cause, there’s full profit in children’s shoes today, 

If all the children’s shoes you sold had Avonite Soles you could be practically certain 

of no repair bills, no adjustments, no profit reduction for sole failure . . . because 

shoes with Avonite Soles are usually outgrown before the soles wear out. 

One shoe retailer (name on request) selling an average of 800 pairs of children’s 
shoes a month, kept track for four years, didn’t get a single pair of 

Avonite soled shoes back for sole failure. 


There are no better business builders than children's shoes that save parents resoling costs. 
So, in addition to better profit, your children’s shoes with Avonite Soles build customer 
good will, repeat business, and additional business in shoes for all the family, 


not on all shoes... 


just the best ones 


OLES 


and the Avonite Solemark of Quality 
are nationally advertised in 


PARENTS' 
MAGAZINE 








Aveonite Soles 
are approved 
for the Official 
Girl Seout Shoe 
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She has Helite 
) Platforms in her shoes 


Shoes with stiff uncomfortable platforms or innersoles, that may delaminate or 
distort when exposed to moisture, are a poor “buy” for your customers, and 





i certainly a poor “risk” for you. But, shoes with Flexlite Platforms bring back 
. satisfied customers. They're so easy to wear, easy to walk in, actually prevent 
| tired feet. 


| ‘ { ¢ Hlevlite, nylon reinforced cork, 
| y\t Kubber bonded platforms 


\¢ e@ makes the shoe a “wanted” shoe. It’s flexible, it cushions the foot, it “breathes”. 
insulates the foot from heat and cold; it’s light weight and tough, water and 


moisture proof, will never distort or delaminate; makes the shoe feel so good. 


The next time you buy shoes, ask the manufacturer if they’re made with Flexlite 
platforms or innersoles. And, when you show shoes with Flexlite to your cus- 
tomers, tell them about Flexlite. It will help you sell the shoes because women 
want comfort as well as beauty. 


If your shoe supplier doesn’t use Flexlite, tell us. 


STORTI DIVISION 
WOONSOCKET RUBBER & PLASTICS PRODUCTS CO., INC. 


WOONSOCKET, R. I. Poplar 9-7900 





Representatives 
WESTCOTT SALES CO ALFRED A, CURTIS 5. H. DOERNER CO., INC 
1907 Washington Ave P.O. Box 262 27 Spruce St. 
St. Lovis 3, Mo Derry, NL. New York 36, N.Y. 


Moin 2495 Derry 1064 Worth 2-6132 — 6133 





















Ever 
heard 
of 
JARED? f 





He was 962 years old 
when he died. 


Only seven short years 
stood between JARED 
and METHUSELAH... 


and everlasting renown. 
But so it is. 


There is no second money 
in the HALL of FAME! 




















QS \ 
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y sf ti 
The Shoes You Love To Live In 


$Q9 sa $1 ()% 


Some Styles $11.95 


® DUNN AND McCARTHY, INC., Auburn, N.Y. 
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Watch for this 


high-flying bird.. 


€-day 


». newest entry in 


the profitable infants’ 
and children’s shoe field! 


There is certainly no shortage of children’s 
shoe lines to choose from. But how would you 
like to stock a line that’s loaded with features 
demanded by parents and children alike .. . 
that’s priced to sell right down the middle of 
the children’s market . . . that gives you a full 
markup at that price . . . that’s nationally ad- 






Style No. 2407 






1. The famous Guide-Step principle in some styles 


. Permacounter ...new miracle polyethelene coun- 


. Flexible, non-marking sole. 
. Pacifate protected lining to help prevent athlete’s 


. Tough nylon thread throughout. 
. Polyethelene midsole. 





vertised in PARENTS’ magazine and carries 
that looked-for seal . . . and backed with sales 
helps that assure greater volume for you! 


Interested? Then write for details, or if 
you wish, we'll send a representative with 
complete information about this new, fast- 
moving, profitable line. 






... designed to guide body weight to the strong 
outer edge of the foot. 








ter that lasts the life of the shoe. Can’t break down! 






foot, mildew and bacteria. 








in PARENTS’ 







and E-JAY GUIDE-STEP 


ENDICOTT JOHNSON CORPORATION - ENDICOTT 1,N. Y.+ ST. LOUIS 2, MO.» NEW YORK 13, N.Y. 
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“As Steel goes so goes inflation.’ This ominous 
warning was sounded by a manufacturer of roller bear- 
ings in a series of advertisements which ran in the 
financial newspapers during the recent steel strike. Now 
that a settlement has been reached, the time would seem 
opportune to assess the immediate and long-term effects 
of the settlement on business in general and shoe re- 
tailing in particular, Steel labor has chalked up sub- 
stantial gains, an immediate increase in wages, the 
promise of another next year and a third in 1958. And 
labor has won a cost-of-living escalator clause which 
protects it against the possibility of any wage-price 
spiral which the settlement may touch off. Manage- 
ment has won a three-year contract and a measure of 
stability it had not previously enjoyed. 

All during the strike there was much talk of a 
“public conscience” and there is an undercurrent of 
feeling in Washington that the public should be heard 
in any future labor dispute of this character and scope. 
The vital interest of the public in such disputes has 
been recognized in principle at least. 

The price of steel has been raised $8.50 per ton, a 
much lower level than the $12.00 to $13.00 figure which 
had been anticipated, again indicating a cautious atti- 
tude by producers and a recognition that an excessive 
rise in steel costs could touch off a real inflationary 
spiral, But industry spokesmen make it equally plain 
that this rise reflects only the initial higher employ- 
ment costs and that future increases are to be expected, 

And so, the inflationary spiral spins again, not as 
violently as had been anticipated, but the cost of every 
article in which steel is used will rise, and hundreds of 
other items in which no steel is used will be caught in 
the upsurge of a rising market. 

Inflationary pressure no matter how slight, presents 
serious problems to retailing, not the least of which is 
the fact that it stiffens further the consumer’s natural 
resistance to what he considers the excessive prices 
he must pay for everyday goods and services, For- 
tunately for the retailer of shoes and other soft goods, 
the effect of increased cost of steel will be felt first in 
the prices of refrigerators, televisions and other appli- 
ances, The first real consumer test will come when the 
1957 automobiles arrive on the market late this year. 

The size of inventories of appliances and other hard 
goods may supply an effective brake against any undue 
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Kditorial 
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price increases in this field, while automobile manu- 
facturers, in view of the not-too-satisfactory year which 
they are completing, will undoubtedly try hard to 
justify any price increase with new improved styling 
and safety features. At its first point of impact with 
the market this inflationary trend may well be tempered 
by grim reality and its upward pressure may well stay 
within reasonable proportions. 
Increases in disposable income continue to maintain 
their favorable balance against the rise in the con- 
sumer price index, Expansion, temporarily held up 
because of the strike, should help in the months to come, 
More people working at higher wages means more 
purchasing power provided prices do not advance too 
sharply. Such an increase in purchasing power should 
logically be reflected in increased sales of shoes at their 
present, “more-than-realistic” prices. Long term, it 
may hold the solution to the industry's perennial prob- 
lem of increasing its profit margin. 
But the consumer is a creature of peculiar buying 
habits and increased income does not necessarily mean 
increased purchases of certain types of goods and 
services. For example, it does not always mean in- 
creased “disposable” income in terms of housing, ap- 
parel and shoes. Too many consumers cling tenaciously 
to the “old neighborhood” and just as it takes a radical 
change in their economic status to start them looking 
for new and improved places in which to live, the flow 
of any increased income becomes a trickle when it 
reaches the retail level in apparel and shoes, Until quite 
recently it has been far easier to sell the consumer a 
new automobile than to get him to change his address. 
In many ways his buying of apparel and shoes reflects 
this same inertia, Perhaps that is the reason why shoes 
and apparel have a tendency to remain so static even in 
the face of a broad-scale general price increase. 
Shoes certainly will not be the first item to reflect 
any inflation which may be in the offing; and just as 
certainly, shoes cannot afford to lag too far behind 
the market trend. With the consumer thinking twice 
about the price tags on so many items which have his- 
torically taken precedence over shoes in his budget, now 
is the time to register with him a fuller appreciation 
for the values and satisfaction he receives in footwear. 
The next six months can provide the opportunity 
[TURN TO PAGE 65, PLEASE | 





ESQUIRE’S 
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and to make a big success BIGGER... 


ESQUIRE POLISHES SPONSOR 
“CAESAR’S HOUR”: 


NBC-TV, Coast-to-Coast 
Saturday Nights, 9:00-10:00 E.S.T. 
(Will be seen by more than 27 million viewers every week.) 


PLUS A TREMENDOUS PRINT CAMPAIGN 

: OF BIG COLOR ADS IN MAGAZINES, 

: SUNDAY SUPPLEMENTS AND DAILY PAPERS 
(with a Combined Weekly Readership of Over 84,052,148) 
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—There is a dependence, one upon the other, 
between the manufacturer and retailer that 
needs to be reiterated every once in a while 
.. . just for emphasis. 


—William Levi, merchandise manager for The 
Hecht Company, Washington, D. C., puts it 
this way: 


“Never forget—the resource is the retailer’s 
best friend. There must be a togetherness 
between you and your resources. The genius 
of the American manufacturer, his coopera- 
tion and understanding of the retailer’s prob- 
lem, is the key to success.” 


Further along in his address before the re- 
tailers, he said: ““We must be flexible, fast- 
moving, resourceful, exciting, dramatic, cre- 
ative in our thinking and planning and we 
must retain our individuality. 


“We're living in an age of great conformity, 
automation and standardization. We must be 
constantly on guard that our thinking and 
merchandising does not become stereotyped. 
The men who built our great businesses were 
great individualists, great showmen, great 
merchants. Herein lies our solution. 


“Let’s become merchants again.” 


Nothing much we need to add— except: 
Let’s go! 


Te Case, 


Publisher 


Boor anv SuHor Recorper 
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JUMPING JACKS 


VAISEY-BRISTOL SHOE COMPANY 
MONETT, MISSOURI 











PROGRESS REPORT TO THE SHOE INDUSTRY 








DUPONT 
new, versatile chemical used 
to play a profitable part 


Several shoe manufacturers are now taking advantage 
of this new development for shoes. Ask your suppliers of leather 


and shoes about leather processed with Du Pont “Quilon.” 
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in processing leather promises 


in your shoe business 


Leather takes on new characteristics, offers you 


new sales appeal with “QUILON” 


Now you can feature work, dress and sport shoes 
that resist water and scuff damage ... keep their origi- 
nal rich looks far longer. It’s an added attraction 
with tremendous sales appeal. 


YOMETHING new is happening to leather—‘Quilon.” 
S Du Pont “Quilon” is bringing new and better quali- 
ties to leather... new values to shoes... welcome new 
sales opportunities to you, 

Tanners—long interested in a chemical that would 
give leather new practicality and protection—have tested 
and worked with “Quilon” extensively, Both laboratory 
and actual wear tests show that “Quilon” makes good 
leather perform better. 

“Quilon” combines with leather fibers to provide 
lasting resistance to the harmful effects of perspiration, 


water, even chemicals. Leather processed with “Quilon” 
remains pliable when exposed to repeated wetting and 
drying . . . yet the leather breathes! “Quilon”’ helps 
prevent scuff and scar damage .. . gives leather a tighter 
grain structure... helps shoes keep their original fine 
finish, trim smart shape. 

So important is this new advance in leather, that 
Du Pont is planning to promote it extensively . . . help 
make it an even greater sales feature for you. 


Shouldn’t you investigate this new development right now? 


REG. U.S, PaT.OFF 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


E. |. DU PONT DE NEMOURS & COMPANY (INC.), GRASSELL! CHEMICALS DEPARTMENT, WILMINGTON 98, DELAWARE 


September |, 1956 


» as ee aa Ati 


19 


















NOW ! 
TOP QUALITY 
AT LOWER COST 


SUB, ER GRIP Sole Attaching Cements 


give you all these time and money saving advantages: 


Comple fe Lime of sole attaching cements for a 
wide range of conditions. A Supergrip representative can help you select the 
one right Supergrip sole attaching cement . . . demonstrate its advantages on 

your shoes, in your factory. 


Mileage e « e Gives you more mileage — saves you 
money. Actual shoe manufacturing case histories show increases ranging up to 
28% more pairs per gallon with Supergrip. 


Price... You pay no more for Supergrip. You get 
top quality results and more production when you buy Supergrip sole attaching 
cements. 


Call your United representative today and ask him to show you how Supergrip cements save you money. 
SUPERGRIP SOLE ATTACHING CEMENTS ARE PRODUCTS OF THE B. B. CHEMICAL COMPANY 


UNITED SHOE MACHINERY CORPORATION Boston, Mossachusetts 
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Contidence Is Keynote of Big Leather Show 


Industry Leaders See Good Fall Business and Peak Production for 


1957. New Tannages and Textures to Supply Merchandising Stimulus 


New York — Retail merchandising 
and promotion of shoes and other 
leather products during the first six 
months of this year reached a record 
high, reflecting retailers’ reaction to 
intensified product development by the 
U. S. leather industry, according to a 
statement by Irving R. Glass, execu- 
tive vice-president of the Tanners’ 
Council of America, at the opening of 
the Forty-Ninth Semi-Annual Leather 
Show at the Waldorf-Astoria on Aug- 
ust 21. 

“The stream of new leathers com- 
ing from the nation’s tanneries during 
the past year has focused retailer at- 
tention on new merchandising possi- 
bilities in leather products of all 
types,” Mr. Glass said. “This show, 
more than ever before, is being at- 
tended by retailers and buying syndi- 
cate representatives from all parts of 
the country—since retailers are work- 
ing more closely with their manufac- 
turing resources to obtain promotional 
and merchandisable shoes and acces- 
sories.” 

A strong recovery in retail shoe sales 
during the summer, following the chill- 
ing effect of a late and cold spring, 
was reflected in shoe and leather trade 
optimism. With inventories moderate, 
the conviction prevailed at the Leather 
Show that banner seasonal activity was 
in prospect. Footwear production in 
1956, it was felt, would closely match, 
if not exceed, the new record set a 
year ago, and volume in 1957 is ex- 
pected to set another new peak. 

Tannages, finishes, textures and col- 
ors all play their part in giving un- 
usual style interest to women’s leathers 
displayed at the showing of leathers 
for spring and summer 1957. In tan- 
nages and finishes we have, in the one 
direction, the glossy, smooth and lustre 
surfaces; in the other, the sueded, 
brushed, buffed and textured, “Tex- 
tured” covers a variety of treatments 
including shrunken grains; embossed 
grained and woven effects; natural 
grains such as the reptiles and pig- 
skins. In addition to these, there are 
the metallics and the printed leathers. 

Under glossy finishes, black patent 
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leather is, of course, number one and 
will be used alone and in combinations, 
especially in spat effects with pale, 
neutral colors, often kidskin. A patent 
leather finish on snakeskin is new and 
very attractive with a sparkling ef- 
fect. Lustres will be especially popular 
as trims on dull surfaces. Smooth sur- 
faces, with their adaptability to many 
colors and types of shoes, will be a 
strong part of the spring and summer 
style picture. 

Sueded, some with the two-tone look 
identified often with the French DelDi 
calf, are very much in the style news. 
The fact that suedes are now being 
made crock-proof and _ stain-resistant 
is the functional reason for their popu- 
larity. Their beauty of color gives 
them their style importance and eye 
appeal. Sueded snake should be noted 
and the continuance of matte finishes. 


In the textured leathers the empha- 
sis is on shrunken effects, either genu- 
ine or embossed, and finer, less marked 
than last season’s. One exception is the 
heavily grained leather known as 
“Broadtail,” which is slated for great 
popularity in 1957, continuing its al- 
ready established position in a number 
of fashion departments. Growing in 
popularity are the pigskins, most often 
in sueded or buffed surfaces. Woven 
effects, usually punched, are also being 
introduced by several more tanners. 

As for metallics, gold is back again 
in the picture, to be worn in daytime 
shoes at southern resorts and later up 
North, and, of course, as a dressy 
leather, too. Silver has been suggested 
for trimming on grey shoes. Gunmetal 
patent leather is suggested for wear 
with grey apparel. Printed leathers 

[TURN TO PAGE 24, PLEASE] 





Experts Discuss Industry Problems at NSMA Breakfast 


New YorK—A capacity audience, 
about 400 members, retailers, guests 
and press, was on hand at the National 
Shoe Manufacturers Association’s 
semi-annual Early Bird breakfast in 
the Sert Room of the Waldorf-Astoria 
Hotel here on August 21, The purpose 
of the meeting was to highlight some 
of the ideas that are important at the 
present time and which will affect re- 
tailing, manufacturing and leather 
buying over the months ahead. This 
breakfast meeting, which usually pre- 
cedes the formal opening of the Leather 
Show, is an important trade event and 
is an opportunity for a review of con- 
ditions, national and_ international, 
that have a bearing on the shoe in- 
dustry. 

The program for this meeting had 
been arranged to give a broad oppor- 
tunity to explore the problems of the 
shoe and leather branches of the indus- 
try and to evaluate the best approach 
to solving them. Merrill A. Watson, 
executive vice-president of the National 
Shoe Manufacturers Association, in- 
troduced the speakers and the members 
of the National Shoe Manufacturers 
Association who were seated at the 


head table: S. L. Slosberg, president; 
Fred Wilmanns, treasurer; Ivor Olsen, 
economist; and Jim Allbritton, execu- 
tive secretary. 

Under the basic theme: “As I See 
It,” Myron S. Silbert, vice-president of 
the Federated Department Stores, Inc. 
broached the retailers’ viewpoint and 
said: “Retail merchandising of shoes 
is more difficult than for many other 
lines. There are complicated inventory 
problems due to the large number of 
sizes and widths, the time required for 
production and the continuous style 
changes, There is the question of con- 
tinuity of women’s shoe purchasing 
throughout the year; one very success- 
ful shoe retailer stated that he attri- 
butes his profitable performance in 
women’s shoes to the fact that he makes 
twelve major purchases of shoes a year 
as against about three by some retail- 
ers. He believes that the consumer has 
more separate seasons of shoe buying 
than are provided by merely a fall, a 
spring and a summer season and that 
by his practice of buying monthly he 
can more nearly meet the needs of his 
customers. 

“Next, there is the ever existing 














Principals at the Early Bird breakfast, left to right, Merrili A. Watson, executive vice- 


president of National Shoe Manufacturers Association; A. W. Zelomek, president of Inter- 
national Statistical Bureau; $. L. Slosberg, president of NSMA; Myron S. Silbert, vice- 
president of Federated Department Stores; Fred Wilmanns, treasurer of NSMA. 


problem in shoe merchandising of re- 
ordering good numbers and keeping 
sizes filled up. This problem is most 
difficult in shoes that are not carried 
in stock but are produced for make-up 
only. Here there seems to be an op- 
portunity to uevelop special ways to 
expedite reorders of important shoes 
through the manufacturing process or 
to have factories anticipate on their 
most successful shoes so that they can 
give good service on fill-ins. Many re- 
tailers do not take full advantage of 
the instock department. They seem to 
buy too much at the season’s opening 
and to fill-in too little later. There is 
a need in the retail trade for instruc- 
tion in how to make the best use of 
an instock service. 

“There is another source of inven- 
tory problem for shoe retailers. This 
is in periodic outbursts of overbuying 
that accompany a quick pick-up in con- 
sumer sales or a threat of price in- 
crease or scarcity of shoes. We have 
had several such periods of excited 
overbuying and each one has been fol- 
lowed by a period of contraction, of 
underbuying by retailers. This under- 
buying of shoes, in turn, has had a re- 
strictive effect on the purchase of 
leather by shoe manufacturers and 
hides by leather manufacturers and 
is a cause of instability in employment 
at all levels.” 

“For this coming season, we do not 
see any threat to a steady continued 
climb in income. The climb upward 
will not be as sharp as in the year 1955 
but nevertheless, will still be upward. 
Therefore, it is our estimate that the 
fall of 1956 will show a moderate in- 
crease in consumer expenditures and 
in consumer purchases of shoes over 
the figures of fall 1955.” 

S. L. Slosberg, as president of the 
National Shoe Manufacturers Associa- 
tion and president of the Green Shoe 
Mfg. Co., outlined the manufacturers’ 
point of view and suggested some Men- 
tal Knitting, e.g. the consideration of 
various ideas to stimulate and accele- 
rate the industry. He said: “Here’s 
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something to think about. We don’t re- 
spect ourselves enough as an industry. 
I think the shoe industry has its share 
of bright, capable men and women who 
have made a significant contribution 
to the well-being of 167 million Ameri- 
cans. We have kept them well shod 
and have delivered extra-ordinary 
values at the same time. How many 
products can you point to today where 
the average wholesale value is about 
where it was ten’ years ago? Certainly, 
some consumers may pay more for 
shoes today but the total consumer 
bill for 575 million pairs of shoes today 
is no more than it would have been for 
the same number of pairs if they had 
been produced ten years ago. Most in- 
dustries would be very proud of this 
record. 

“Here’s another bit of mental knit- 
ting—profits. How often do we hear 
that our profits are too low, Well, let’s 
consider it. Our prices are the result 
of keen, hard competition which is 
characteristic of our industry and our 
profits average 2% *to 3 percent on 
sales. Most industries do much better. 
However, there is another yardstick by 
which to measure financial reward. 
That is the rate of return on invested 
capital. In a tabulation of major in- 
dustries, our rate of return on invested 
capital would stand well up on the 
list. In that respect we do better than 
a lot of other industries. If that fact 
were made known instead of being kept 
a deep, dark secret, we might not only 
attract investment money but more 
young, ambitious talent to our industry. 

“As I see it, the shoe manufacturing 
industry is a growth industry, with a 
steady, slow but sure way of growing 
with our country. Imperceptibly, too, 
the per capita consumption rate will 
grow, given favorable economic con- 
ditions. Let’s not confuse growing with 
swelling. While I think we’re good, I 
also believe we can do better in many 
aspects of our business—selling, for 
example. We can train our people to 
sell more intelligently, both from the 
factory point of view and from the re- 


tailers’ standpoint. When we sell our 
product to the retailer, we should see 
that we both make a profit. 

“All I’m interested in seeing in this 
industry is a change in attitude, a pride 
in our accomplishments and respect for 
ourselves,” 

The economic phase of the shoe and 
leather industry was ably presented by 
A. W. Zelomek, president of the Inter- 
national Statistical Bureau, Inc. and 
visiting professor of marketing of the 
Graduate School of Business Adminis- 
tration, University of Virginia. He dis- 
cussed some very important facts and 
figures which are briefly outlined and 
summarized herewith: 

“The hide, leather and shoe industries 
will operate this fall and next spring in 
a favorable business climate. General 
business indexes will reach a new high 
in the last quarter, although gains 
above previous peaks will be small. The 
rising trend of disposable income is a 
favorable factor for consumer buying. 
Shoe sales should show increases this 
fall of 3 percent to 5 percent with a 
slightly smaller gain above a year ago 
during the first six months of 1957. 

“The outlook for the hide, leather 
and shoe industries for the remainder 
of this year and the first six months of 
1957 is favorable. Supply-demand rela- 
tions have eased somewhat in 1956 
from the exceedingly tight situation of 
1955 but are likely to show some fur- 
ther strength during the remainder of 
this year and into 1957. 

“This year’s demand has shown 
sharp seasonal fluctuations, with high 
rates of activity in shoe production and 
tanning during the early part of the 
year, and a sharp decline in the third 
quarter. Unit volume of retail sales for 
the year, however, will probably equal 
last year’s level, or exceed it by a small 
margin. Unit retail volume should also 
be maintained during the first six 
months of 1957. Unit demand at the re- 
tail level, therefore, will be about on a 
par, or slightly higher, than the record 
demand in 1955.” 
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Good Attendance 
At Allied Show 


New York — One hundred and 
seventy-seven exhibitors and good at- 
tendance made the Allied Shoe Prod- 
ucts Show an outstanding success at 
the Belmont-Plaza Hotel in New York. 
The show opened August 20. 

Since the spring and summer seasons 
are the best for producers of non- 
leather upper materials, these houses 
presented unusually interesting and 
well-planned lines. 

Highlights in these showings were 
the “straws,” most often made into 
woven materials from synthetic yarns, 
rayon or nylon. Varied in weaves, de- 
signs and color combinations, these 
looked fresh and fashion-right for the 
coming warm weather seasons of 1957. 
Their importance was seen also in the 
use of straw cloth material laminated 
between two transparent layers of 
vinyl plastic. Raffia appeared fre- 
quently among trimmings especially as 
flower ornaments, as well as in minia- 
ture hats and other throat ornaments. 

Materials other than vinyls were 
often used to give design interest to 
this transparent upper material. These 
included mesh, lace, raffia flowers and 
eyelet embroidery; in each instance 
laminated between the two layers of 
vinyl. Very new looking were pastel 
multicolor striped effects used in this 
way. Newly released to the industry 
as a whole is the material woven from 
a coated glass filament. New on the 
market is an extra clear vinyl. 

Silk plays an important part in the 
1957 style picture. Some of this is the 
much liked raw silk which has been 
woven by some mills to give the effect 
of linen or shantung. Other silks have 
the soft sheen that is more often as- 
sociated with silk. Satin will, it is 
expected, be used for daytime, as well 
as after-five shoes. Peau de soie is an- 
other type of silk that is very much 
favored for the coming spring. It has 
already proved itself this current fall 
season to such an extent that one fabric 
house has added a series of bright 
colors to its spring line of this elegant, 
finely textured silk fabric. And then 
there are, of course, silk prints in 
floral, geometric and abstract designs. 
A high fashion idea is for custom-made 
shoes to be made of the same print as 
the costume with specialty stores work- 
ing with their shoe and ready-to-wear 
departments to stock shoes to match 
the costumes. 

Novelty weaves were prestige items 
with certain fabric houses. One such 
fabric, “Ripple Cloth,” has been widely 
copied by the industry. An “Illusion 
Cloth,” new this season, showed the 
silver thread when draped to catch the 
light; flat on the table, it looked like 
a solid color. One fabric house showed 
a fabric woven to resemble a crushed 
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leather and another to look like the 
popular “Broadtail” shrunken leather. 
Besides all these, there were, of course, 
linens, shantungs, denims, sailcloth and 
tweeds. Stripes, checks, plaids and 
polka dots were used for some of these. 
Screen printing had been used on one 
Irish linen fabric. One silk shantung 
had been given a special looped effect 
making it very novel in appearance. 
Simulation of gold and silver leathers 
pointed to the importance of metallics 
for the new seasons of 1957. 

Two or three years ago, after mesh 
had become established in the popular 
price shoe market, some high style shoe 
manufacturers expressed their opinion 
that, except for conservative shoes, 
mesh was pretty much _ finished—for 
a while at least. Such has not proved 
to be the case. This is because there 
are many kinds of meshes, from a new 
mesh that looks like fine net veiling to 
very pretty, sometimes elaborate, lace 
designs. The former is considered by 
a number of people to be the new high 
style type. 

Many other items were, of course, 
exhibited at the show. Part of the style 
picture were the ornaments, of many 
kinds, from quite plain buckle effects 
with metallic edges and leather centers 
to glittering jeweled ornaments in 
rhinestones or the multicolor “Aurora 
Borealis” type. Buttons, too, are part 
of the current trend, and studs. 

Heels continue to be points of great 
style interest with many “glass” heels 
still being made, some elaborately 
jeweled, encrusted with shells or 
trimmed with metal filigree. 





Independent Shoemen Outline 
Plans for Annual Meeting 


New YorK—The Executive Commit- 
tee of Independent Shoemen met with 
their president, Sam Sullivan, in in- 
formal session on August 20 at the 
Hotel Barclay in New York. Several 
important matters were discussed, with 
particular emphasis on the fact that a 
concerted drive was under way to get 
new members into the organization. 
The creation of the post of research 
and promotion director was considered, 
to spark this campaign for new mem- 
bers. This director would cooperate 
with retailers; help them with window 
displays, advertising, stock control, 
etc., and also act as liaison with manu- 
facturers as well. 

Plans for the annual IS convention 
meeting, which will take place at the 
Sheraton-Blackstone Hotel in Chicago 
on Saturday, October 27, were also 
taken under consideration. It was an- 
nounced that Joseph T. Meek will be 
the featured speaker at that conven- 
tion. The agenda will also include the 
annual business meeting and election 
of officers. John Dickinson, chairman 
of the nominating committee, wil] 
shortly announce the names of the 
members of the committee. Later, that 
same evening, there will be a dinner 


meeting at which a panel of four ex- 
perts in the field of retailing will dis- 
cuss current problems, based on re- 
sponses to a questionnaire that has 
been sent to retailers. 


“Misted” Colors Seen Good 
In Resort and Spring Shoes 


New YorkK—The National Shoe Re- 
tailers Association held its customary 
style conference, “Exploring Footwear 
Futures,” in the Terrace Room of the 
Hotel Plaza, during the week of the 
Leather Show. Spring and summer 
1957 trends were the topics discussed 
by the experts. L. E. Langston, execu- 
tive vice-president of the NSRA, pre- 
sided. Mrs. Kathleen A. Casey, editor- 
in-chief of Glamour Magazine, the fea- 
tured speaker, made these points: 

Without any doubt, the new “Fair 
Lady” look of the fall season will con- 
tinue through resort and spring of 
next year. Actually, the silhouette that 
begins this look is a simple, uncon- 
trived one, but the accessories that 
finish it are soft, pretty, and very 
feminine. This look, we feel, will be 
an important city day-time fashion, 
and important for both the country and 
the city after five. For Saturday and 
Sunday life, or non-city life in general, 
we feel that the beautiful simplicity 
best expressed by the words “Chanel” 
and “Newport” will take hold. There 
will be a much greater difference than 
in the past between the right fashion 
for the city and the right fashion for 
the country and day. 

The color picture in leathers is one 
of very medium or misted over values. 
The neutral families gain in strength 
with the addition of two new ones. 
The two new in-coming ones are a 
medium grey (Slate), and a suntan 
shade (Clay), the grey for daytime 
suit and casual wear. A lighter ver- 
sion of it is pretty for after five, and 
in sandal types, we feel, it will have 
rather limited appeal. The Clay is a 
spectator type color, and would be won- 
derful in combination with white, and 
also for casuals. A lightened taupe is 
an almost in-between beige and grey 
(Flagstone), lightened loden (Moss) 
should continue as an excellent casual 
and sportswear shoe color. 

Two cool colors are: a greyed green 
called “Wedgewood” by the market 
(our name, Foliage) could possibly or 
may be considered as a neutral on the 
heels of Avocado’s success, and a soft- 
ened turquoise, Sandringham kind of 
blue (Ocean Mist). The warm colors 
are a coral kind of strong pink (Gera- 
nium), and yellowy-orange (Nastur- 
tium). All these have a greyed feel- 
ing to them, and when we speak of 
grey, we can almost say the “influence 
of grey” as everything has a misted 
over or muted look instead of pale 
pastels or bright shock colors. 


23 





Confidence Is Keynote 
Of Big Leather Show 
[CONTINUED FROM PAGE 21] 


play a big part in one reptile line 
where snakeskins and lizards have been 
given a variety of designs, florals and 
spatter effects among others. 

Important part of the thinking for 
spring and summer are the feather- 
weight leathers and the very soft tan- 
nages. Leathers for unlined shoes have 
been increased or added to some lines 
as part of this strongly continuing 
trend. 

Color is always especially important 
for the spring and summer months and 
tanners have gone to unusual lengths 
this time to interpret the current fash- 
ion trends in their colors. There are 
the pale, soft neutrals—the off-whites, 
delicate beiges, very light greys and 
a few greiges, subtle combination of 
beige and grey—refiecting the end of 
the Edwardian era when pale, misty 
colors were part of the very feminine 
fashions. Along with these are soft 
blues, pinks, pale yellows, greens and 
mauves. And deeper in tonality are 
such important colors as turquoise, 
coral and a new middle bright blue 
stemming from Scandinavian and Aus- 
trian sources. 

Tops in importance are black, white 
and the two in combination. Both are 
being used in a great variety of leath- 
ers. No longer considered as basics, 
they are slated to take a big share of 
the coming season’s business. White 
touched with black will be even more 
important than black trimmed with 
white, although white will be a fre- 
quent trim on colors. 

New dimensions in textures created 
fashion excitement in men’s leathers 
for spring at the Leather Show. These 
new textures include soft pebbled 
grains in 1957 versions of Scotch peb- 
ble calf, heavily creased shrunken 
grains on calfskins, kips and sides and 
new plushy velour finishes in sueded 
leathers. 

New colors mated with these tex- 
tures also have a new dimension and 
scope. They represent color relation- 
ships for the new, lighter tone men’s 
suitings in the types of leathers fa- 
vored for town wear, and also bridge 
the gap between informal town wear 
and suburban fashions. Newest color 
ranges are in the middle browns, with 
the tobacco or slightly golden undertone. 
These look very much like the Italian 
colors featured in the imports of last 
spring. Another range in smooth, waxy 
aniline leathers shows a definite green- 
ish undertone. Five different versions 
of greens in the dark Lovat and middle 
Loden tones are also shown in sports 
type leathers. Most interesting of the 
new shrunken leathers are those with a 
very highly burnished finish. These are 
featured in chestnut browns, tobacco 
browns and dark oak and teak shades. 

The plushy suedes for lined and un- 
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Name Wolff General Chairman 
Of 1957 St. Louis Shoe Show 





The selection of William Wolff, above, 
executive vice-president of Wolff-Tober 
Shoe Manufacturing Company, as gen- 
eral chairman of the 1957 St. Louis Shoe 
Show was announced by Robert G. Stolz, 
president of the St. Louis Shoe Manufac- 
turers Association. The Show will be 
held April 27-30 at the Lennox, Statler, 
Sheraton-Jefferson, Coronado and Park 
Plaza Hotels. Mr. Wolff served as co- 
chairman of the 1956 St. Louis Show. 





lined country shoes are in off-beat tones 
of oatmeal, sand, Loden, Air-Force 
blue, tobacco and brass. This brass 
color is also shown in smooth, waxy 
sports leathers in sides and kips and it 
is a featured color in heavy veals for 
sports and casual shoes. 

Innovation at the show was the exten- 
sive featuring of lighter weight men’s 
leathers for the new spring shoes to be 
developed in lighter constructions. Also 
interesting in this connection were new 
lining leathers in kidskin, cabrettas and 
ecalf—shown in light weights for 
featherweight constructions without 
doublers. Several versions of the 
punched basket-weave leathers were 
shown in popular ranges in the less ex- 
pensive leathers for lower priced shoes. 
These were developed to take the place 
of mesh and genuine woven leathers. 
Black is featured in dull, waxed calf- 
skins in fine aniline leathers, in all 
types of fine and heavy grains and in 
the new plushy suedes. 

In children’s shoes, greatest em- 
phasis was on the range of pale sand 
to dark, caramel tans. These are show- 
ing a slight decline in women’s leathers 
but are expected to show a gain in chil- 
dren’s shoes. All types of black leath- 
ers, together with bright red and amber 
saddle tones are favored for girls’ 
shoes. 

Sampling for children’s factories 
showed the increased interest in white 
leathers in both smooth and textured 
finishes. Black patent leather shows 
continued strength for girls’ shoes and 
the pale blues and pastel pinks have 
given way to new apricot, lilac, mint 
green and shrimp tones for skimmers 
and flats. 


Newcomers Acquire 
Control of Selby 


PorTSMOUTH, O.—Three men, new- 
comers to the shoe industry although 
highly successful executives in other 
fields, have secured control of the Selby 
Shoe Company, here, and have dedi- 
cated themselves to putting its finances 
on a sound basis and installing capable 
management, thus insuring continued 
operation of the large Portsmouth 
factory as well as of the smaller one 
in Manchester, N. H. 

This brings to an end the long 
procession of rumors and half-truths 
with which the industry has been fed 
since long before the abortive attempt 
to gain control was made by Sydney L. 
Albert, president of Bellanca Corpora- 
tion, and his associates. 

Control of Selby now is in the hands 
of Morrie Chaitlen, president of Rock- 
wood & Company, Brooklyn chocolate 
manufacturers; J. A. Pritzker, chair- 
man of the Rockwood board; and A. N. 
Pritzker, his father. The two latter, 
beth attorneys, are associated with a 
number of successful businesses. Both 
live in Chicago. 

Control was secured by buying not 
only the stock held by Mr. Albert, his 
company and his associates, but that 
also held by Roger A. Selby, board 
chairman; and by Calvin Clarke, at one 
time Selby board chairman but more 
recently treasurer and a director. 

Mr. Selby and Mr. Clarke have 
resigned as chairman and treasurer, 
respectively, and also as members of 
the board. Mr. Chaitlen has taken over 
the presidency and board chairman- 
ship. Other newly-elected directors are 
Ralph Wienshienck, New York at- 
torney; Murray Perkell, a New York 
State newspaperman; Howard Arvey, 
Chicago attorney; and W. V. Carroll, 
a partner in the Chicago investment 
banking concern of Rodman and Ren- 
shaw. 

It is well understood here that, while 
offers for the company have come from 
a number of sources in recent years, 
Mr. Selby refused to sell to anyone who 
would not bind himself to the con- 
tinuance of the company as a going 
concern and to uphold the _ high 
standards set by the Selby family. It 
was reported authentically that he 
received these assurances from the new 
owners. 





Vacant National Shoe Fair 
Chair to Be Filled by McBride 


New York—Paul O. McBride, presi- 
dent and treasurer of the Milford Shoe 
Company, Milford, Mass., has been 
named to the chairmanship of the Na- 
tional Shoe Fair Committee filling the 
interim term of the late A. J. Brauer, 
Jr. The announcement was made by 
the committee’s board of directors. 
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Shoes cut out for a 
busy life treasure 

the fashion look... 
fashion colours and 


enduring beauty of 


HUBSCHMAN’S CALF 


...for example, this 
outstanding Arch Rest 
strap, illustrated in 


#518 CHERRY RED 


and quality crafted 










by The 


Irving Drew Corporation 


Lancaster, Ohio 
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All women will Know that... 





siwe: 
Smooth ankle and foot 
hugging FIT 


A proven SAFE, rugged, 
long-wearing tread 


A truly CLEAR plastic 
rainboot 
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BY FAR THE GREATEST ADVERTISING ts 
SCHEDULE EVER! DESIGNED TO 
HELP YOU SELL AND SELL! 
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and LEFTS and RIGHTS 


SMALL (size 5) LARGE (size 8) 
MEDIUM (size 6) extra LARGE 
(size 9) 
med. LARGE (size 7) 
sizes 4 and 10 also available 


in CLEAR and SMOKE 
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adjustable A” —s«-# 707 “UNIVERSAL FI Aun Dene 
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gone (best for LOW heels down to flats) ® 









#909 FASHION FIT es 

Fait Denes “Xm 
| (best for HIGH heels) \ 
and all these fine sales helps 
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in brass finish, black wrought iron f > 
or chrome, Smart! Compact! Productive! a ; 
Complete with 3 display boots, i> 


PLASTIC FOOT FORMS 

CARDBOARD FOOT FORMS |) _ 

| WINDOW BANNERS iG “ 
GLOSSY PHOTOS, 


é | 
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ene) 


j ENVELOPE STUFFERS 






Shipping from 3 different points: 
LOS ANGELES, CHICAGO, NEW YORK 


@ @® LOS ANGELES CHICAGO NEW YORK 


94] E. Third Street 1247 S. Wabash 4] W. 34th Street 


a NEW address 
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contact my personal sales representative 
for shoes of 


genuine Australian 


) agar00 





IN STOCK 


for immediate delivery 


4°°“trilliant co. 


86 LINCOLN STREET 
BOSTON, MASSACHUSETTS 













STYLE 1076 
Black Kangaroo 
English Custom 
straight tip bal, 
leather sole, 
rubber heel. 


STYLE 1077 


Black Kangaroo 
extended wing tip 
blucher. Three 
eyelet tassel tie, 
low ms leather 
sole and ru ber heel. 











SAMUEL BRILLIANT CO. 


86 LINCOLN STREET +» BOSTON, MASSACHUSETTS 
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Ike’s Wins and Losses 


Defense Funds 


New Highways 


Retail Wages May Rise 


Less Government Competition 


Merger Notice Sidetracked 














Now that the political campaigns are in full swing, it’s time for retailers 
to tally up their gains and losses at the hands of this year’s Congress and 
to start their “want” lists for 1957, 

President Eisenhower won about half of the new laws he asked of this 
year’s Democrat-controlled Congress. But the session was far from a 
“do nothing” Congress. It was very aggressively a “do something” Con- 
gress, with plenty of election-year jousting between Republicans and 
Democrats in the race to gain favor with voters. 

A tally of Ike’s wins and losses shows that he gained almost as many 
new laws as he was denied by the Congress. But this is a better-than- 
average score when allowance is made for the fact that both the Senate 
and the House were under control of Mr. Eisenhower’s political opposition. 


Total defense spending in the next 12 months will be about $34.5 billion. 
Of this sum, the Air Force gets about $16.5 billion (nearly half), the 
Navy about $10 billion, and the Army about $7.5 billion. The outlook is 
for a series of small but gradual increases in defense spending. But the 
number of men in uniform will be cut somewhat in favor of more civilian 


personnel, 


The largest roadbuilding program in the history of the world will get 
under way within the next several weeks. Cost is set at $32.9 billion over 
the next 13 years, and it will eventually rise to $100 billion as states and 
cities add their share of the required funds. Basis of the new program is a 
41,000-mile system of interstate superhighways tying together major and 
medium-sized centers of population and business. This network will be 
supported by modern city and rural roads designed to promote greater 


commercial progress. 


Congress this year reluctantly followed the wishes of retailing by omitting 
any action to cancel the existing exemption authorized for retailing in 
the national minimum wage law. Mr. Eisenhower has been steadily urging 
some key retailers to abandon their policy of paying less than the $1-per- 
hour minimum wage, and 1957 could be the year retailing feels the full 
effect of the national wage-hour law. 


Congress this year grudgingly permitted the expiration of its earlier claim 
that it could veto Administration proposals to withdraw from competition 
with private business. Many departments and agencies of government 
compete unfairly (pay no taxes, little or no rent, for example) with 
retailing and manufacturing. Post exchanges and commissaries are among 
the offenders. As a result of the congressional failure to renew its claim 
to veto these shut-downs, the Administration now is free to withdraw 
from commercial-type operations. The Defense Department has already 
shut down several cobbler shops on military bases that were competing 
with civilian shoe repair shops. 


Congress started off its session this year with much loud talk about how 
it was going to make it rough for businessmen to merge, but wound up 
with a score of zero. There was much controversy over a bill requiring 














Flood Insurance Coming 


Budget in the Black 


Businessmen Attacked 


“Distressed” Areas 


OTC Plan Dies 


No Tax Cuts This Year 











\ewvieeirieneisin Newsreel «ee = (continued) 


firms with more than $10 million in assets to tell the government 90 days 
before they consummated a planned merger. This proposal was opposed 
by a large segment of retailing, as well as by many manufacturers. The 
bill was approved by the House but was sidetracked in the Senate. It 
will be re-introduced again next year. 


The new flood insurance plan approved by Congress will authorize the 
government to reinsure either the flood and disaster policies issued by 
insurance companies or to insure owners of stores, homes, and factories 
directly. Under the terms of the new plan, the first $100 in damage is 
not covered, and the maximum coverage for a home is $10,000. No 
person or firm can legally hold more than $250,000 worth of this high- 
risk insurance. 


Although the Congress voted a plump $68.1 billion to run the govern- 
ment for the 12-month period that started July 1, the Treasury said it 
would collect even more than this peacetime record sum, Government 
spending in the fiscal year that ended June 30 hit a total of $66.4 billion, 
and the Treasury announced with pride that it had gathered in a bit 
more-——-$68.1 billion—to produce the first budget surplus in years. “This 
means a great deal to the people of this country,” said Treasury Secre- 
tary George M. Humphrey. Another 12 months of boom business will 
generate enough revenue to permit tax reduction next year. 


Businessmen taking time off from their jobs to act without compensation 
(WOC) for the government came under heavy fire from election-conscious 
politicians in Congress. Demands were made that businessmen’s duties be 
sharply limited and rigidly controlled, and that men who sign up for 
duty in an emergency should be required to make public their financial 
affairs. After the smoke died down, Congress left the law standing without 
change. This means that businessmen serving government must make 
their financial affairs public when they are called to serve—but not before. 


Both houses talked long and loud about how to bring aid to depressed 
industrial and rural areas, but nothing happened. The Senate approved a 
plan to offer $225 million in aid and loans to places where chronic un- 
employment is a problem, but the House didn’t get around to acting on 
the bill. Another plan, creating a new government agency to hand out 
$500 million to run-down areas, never came to a vote. 


Congress collected bales of testimony on whether or not the United States 
should join the proposed “Organization for Trade Cooperation” (OTC) 
but the plan finally expired without coming to a vote. Ike had urged U. S. 
membership in the OTC, OTC would have full authority to reduce tariffs 
of the 33 member nations, without obtaining consent of Congress. OTC 
won't be set up unless the U, S. joins. 


Taxes continue at their present rates, both for individuals and for in- 
corporated business, Although politicians within both parties hankered 
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cuts wrapping 
time to 6 seconds 
and 

costs less than 2¢! 
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... and best of all, there’s no investment ~ 
in equipment. Carry-Pack loans dispensers | 
at no charge! A FREE TRIAL will convince 
you. Use this handy coupon NOW! No 
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CARRY-PACK COMPANY, LTD, 
SCHILLER PARK, ILLINOIS BS-9 
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Priip M. TALBOTT, senior vice- 
president of Woodward and Loth- 
rop, Washington, D. C., says: 
“The most important single prob- 
lem, not only for us who are re- 
tailers but for every kind of busi- 
ness, is the problem of personnel, 
and in particular of management 
The you 


sell is important, the premises in 


personnel, merchandise 
which you sell it are important and 
the systems you use in your store 
are important. But more important 
than any of these is the personnel of 


your division and your entire or- 





ganization. When you come down 
to it, your store will succeed or 
fail depending on the caliber of the 
people who run it. That’s why it is 
vital for every store to get, to train, 
and to hold good personnel. It ap- 
plies at every level of job in the 
store, from the president down to 
the stock clerk. But it is most im- 
portant in the ‘middle management’ 
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Talk Trade 








—those who transmit the policies of 
top management into the actual 
efforts of the rank and file. 

“I am optimistic about the future. 
It is an optimism based not only in 
my confidence in the economic 
health of our nation, but confidence, 


eA 




















too, in retailing’s ability to forge 
ahead to new heights of achieve- 
ment. I believe my optimism and 
confidence is shared by a majority 
of business executives. They share 
with me, as well, a horror of the 
word complacency. In today’s com- 
petitive economy we cannot afford 
to be complacent for a single min- 
ute. Instead, we share a common 
responsibility to the public, to our 
country and to the craft we repre- 
sent, 

“It is our responsibility to better 
and better serve the American con- 
sumer——to bring to her the wealth 
of our nation’s enormous produc- 
tive capacity as economically as 






possible. It is our responsibility to 
not only satisfy but create demand; 
and by so doing create production. 

“With recognition of those re- 
sponsibilities—with optimism with- 
out complacency — retailing can 
certainly look ahead to new hori- 
zons of and a 
bright future. Our reward will be 
evident on the volume and profit 


accomplishment 


side of our ledgers.” 
* * 7 


M ARY MacKENZIE, fashion con- 


sultant for Joyce, Inc., says: 





“Shoes can be gay, colorful and 
fun, no matter what the age of the 
woman. There’s youth in all of us. 
Experts are predicting that 35 to 
45 per cent of the shoe business this 
year will be in casuals, Styles today 
are following the casual way of liv- 
ing. Women like to wear casuals in 
the evening, on the patio, for sub- 
urban shopping, etc. When a 
woman goes to a store in suburbia, 
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she doesn’t dress up. She looks neat, 
but comfortable in a suit and shoe 
which fits the picture.” 


SINCLAIR WEEKS, Secretary of 
Commerce answered the query: 
“Will we stay on a high plateau of 
prosperity,” when he said: 

“You don’t have to read tea 
leaves to get an answer. Just re- 
member the recent past; observe the 
present; weigh the facts affecting 
the future and you have a rational 
answer—an affirmative answer if 
we make the right moves. 

“Will good times continue in the 
immediate years ahead? Yes, if we 
understand America’s unique enter- 
prise system with its need to catch 
its breath as it gathers fresh strength 
for successive climbs. Yes, if we 
have brains enough in public and 
private life to keep that system free 
and healthy. Yes, if we have faith 
to see the expanding population 
with its expanding income creating 
the expanding market of tomor- 


” 


row. 
* “a * 


Henry DREYFUSS, Industrial 
Designer, New York, N. Y., says: 

“Frequently I hear people say 
that Americans are so engrossed 
in materialistic values that culture 
is lost on them. They imply that 
Americans, in their worship of com- 
fort and luxury, have so surrounded 
themselves with slick mechanization 
that their capacity to esteem the 
fine arts has become dulled or has 
disappeared entirely. 

“Another part of the diatribe 
about uncultured Americans has to 
do with the so-called evils of big 
business and the system of mass 
production it has developed. There 
is, of course, another side of the 
coin. Big business and mass pro- 
duction have created countless bene- 
fits for the people of this country, 
not the least of which is the amaz- 
ing rise in the level of public taste 
through good design of consumer 
products. 

“Thus, when a good design is 
mass-produced, its influence is tre- 
mendous. This impact will be trans- 
lated into an improvement in 
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people’s taste when they go shop- 
ping. Unconsciously, a_person’s 
contact with beauty quickens and 
heightens his perception and taste 
for all forms of art. 

“The applied arts have made it 
possible for average people not only 
to surround themselves with order- 
liness and beauty, but to organize 
their lives so they have more leisure 
to devote to other things. 

“The revolution in mass taste has 
by no means been a one-man job. 
Many people and many skills have 
had a hand at it—the engineer and 
the toolmaker, the salesman, the 
retail merchant and the advertising 
agency—and, above all, the man 
whose capital finances the entire 
development.” 





“How po You FIT—In the 
Shoe Business” is the title of a very 
useful and helpful booklet published 
by the Sales Training Department 
of the International Shoe Company 
of St. Louis. It is a handy digest 
of shoe seiling and fitting tech- 
niques and emphasizes: 

“Your most important function 
as a retail shoe salesman is proper- 
ly fitting the shoe to the foot. ... 


One of the most important prin- 
ciples in scientific fitting is that the 
shape of the foot and the shape of 
the last should conform. Observe 
the shoes taken off the customer’s 
feet. If they are out of shape, if the 
linings are badly worn, if the wear 
on the outsole is not properly dis- 
tributed and in the right place, 
there is every indication that the 
foot treads in one direction and the 
shoe in another. 

“After carefully fitting the shoes 
on the customer’s feet, go back and 
check these seven major points of 
fit: (1) Under the arch—firm but 
gentle support. (2) Over the in- 
step—full enough for ease and free 
circulation. (3) Over the toes—toe 
box deep enough to let toes flex. 
(4) Ball at great toe—widest part 
of the foot at the widest part of 
shoe. (5) Ball at little toe. (6) Toe 
length—' to %4 of an inch toe 
(7) Heel—firm heel grip— 
broad heel seat.” 


room. 


oe * 7 


Tue COLOR ASSOCIATION of 
the United States has just issued 
its “Advance 1957 Spring and Sum- 
mer Color Collection for Man-Made 
Fibers and Silk,” which they term 
“a refreshing palette of cool water- 
colors, called aqua pastels.” The 
basic color forecast for Spring and 
Summer is in twelve 
groups of tone-on-tones. 
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“But | don't want to trade my shoes for your moccasins!" 
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T HE popularity of the knock-about turf boot con- 
tinues to grow as new versions arrive on the fashion 
scene. Basically an excellent country shoe, innova- 
tions in styling, materials and construction are ex- 
tending its wear season. This new treatment, in 
natural or chocolate reversed leather, has a gay 


Tartan plaid lining and a deep pile Nylon fabric 


sock lining for extra warmth. 





The thick, but extremely light weight, cellular 
sole insulates against cold and lifts the foot clear of 
dampness. The flowing raglan lines of our Pattern 
Portrait style go well with suburban coats and fleece 
stadium jackets which are so popular with men for 
wear at football games and other fall spectator 
sports, 


For further information write Boor ANp SHoe Recorper 


































New Materials 


New Developments in Shoe Materials Are Broadening the 
Scope of Shoe Designing and Manufacturing and Intro- 
ducing New Constructions, Types, Styles and End Uses. 
Effects Are Achieved Undreamed of a Short Time Ago. 
Designers and Manufacturers Can Now Develop Ideas 
That Add New Style Interest and New Utility to Shoes. 





Heels of many kinds for 1957. 4 
High and very slim; medium and 
slim; pane triangular; jewel- 





Soles of many varieties. Molded 

and colored Neolite soles; colored i 
ers; new constructions. De- 

signed for both function and high 

style; to introduce colors and color 

combinations. 






Glass fiber upper material, a woven 
fabric in basket and textured de- 
signs in a range of colors. Light, 
soft and pliable. Easily cleaned 
with a moist cloth. 





Less than two weeks ago the Allied Shoe Products Show spread 
before you the new shoe materials for spring and summer 1957. 
You must have been impressed by what you saw and doubtless, 
if you are a manufacturer, you did considerable sampling at that 
time. 

Now you are sitting down to consider just what will be the © 
first shoes that you want to make and just what materials you 
will use. But before you do so, we suggest that you study these 
pages. These ideas have been assembled following careful study « 
of trends in today’s fashion picture. Many point to a/continua- 
tion of last season’s styles; others to new ideas. 


Laminated vinyls, the designs lami- 
nated between two layers of ‘clear 
vinyl, giving opportunity for un- 
limited range of designs and colors. 
Important are lace, prints and more 
closely woven designs. 


\e 


Bring New Fas 


Fabrics for casual and sports types, 
town and spectator shoes and 
dressier daytime styles in denim, 
sailcloth, linen, shantungs and nov- 
elty weaves, including mesh. 


Protective finishes and sealers. New 
ways of treating leathers to make rs 
water and spot-resistant. Now an Silk shoes. P. 

accepted part of the industry, sub- silks. Custond 


ject to constant experiments. matching dresg 
shoes including %&l and navy 


for late day « yssy daytime 
wear often with y ck patent tip 
and foxings. 








Raffia and Straw. Raffia in casual 
shoes and flower ornaments. San- 
dals and pumps in straw, semi 
genuine and some. sinedi 

times a clo ne 

time 0 


q . 
Mf, Gold and Site 
red; effects. Gold Yi 
daytime colorat Southern Resorts 
this coming = Silver to be 


used for trimmings on pale gray 


= . 
Hh hence ane In the carried-over trends, there is the idea of heel treat- 


The plastic patent with the sheen —_ ments: jeweling, metallic ornamentation, glass effects and 

of patent leather. The black vinyls : 

aah 5 dull awdecs, color contrasts. New versions of colored soles, as well as 
such constructions as the molded sole, will be important. 
Trimmings find inspiration from many sources, from peasant 
thongs, lacings and tassels, to buttons and buckles of the 
1912 era. 

Other materials like the Glass Fiber mentioned here have 

just recently become generally available to the industry. 
This fabric woven from a glass fiber has many virtues of 
lightness, softness and cleanability. And among new ideas, 
make special note of satin for daytime shoes, 


Elasticizing growing trend with 
greater style emphasis on higher 
riding shoes and increasing de- 
mand for better fitting toplines. 
Recent launching in Paris of elas- 
ticized high fashion boot. 





Should the Retailer 
Base His Operation on 


“Stock Departments, Like lodine, Up to a Certain Point, 


Are Life Saving—Beyond That Point They Become 


Poison and Fatal... .” 


says JIM LEGG 
Vice President, HEYDAYS SHOES, INC. 


Ar the turn of the century there was an institution 
within the shoe industry called the Jobber. He was 
responsible for the designing, advertising and selling 
of shoes—he was a broker, before and after the sale. 

The Shoe Manufacturer—was what the name im- 
plied. 

Since that happy time, the manufacturer has con- 
sumed the jobber’s function and progress has been 
under par ever since, 

In the days of this shoe Jobber, there were only 
stock shoes. Jobbers made two sales trips a year, via 
buggy or train, shoes had high tops and buttons. There 
was a control over the overly ambitious shoe factory— 
it was the retailer and the jobber. 

Manufacturers changed from two sales trips a year 
to six seasons, per a recent National Shoe Retailer’s 
article. We have Winter Whites, Summer Blacks, 
Cruise Trips, Resort Trips, Casuals, Straws, Plastics 
we have a lot of things. 

What has this to do with Stock Departments? 

In today’s economy, there must be promotions— 
regularly—if a store is to progress. There is no better 
proof of this than the conquest of shoe retailing by 
the chain stores. They captured over half the retail 
shoe business—AND WITH NO FACTORY IN-STOCK 
SERVICE. They buy what their customers prefer; 
they take them in and sell them. They are never with- 
out an “open to buy” no matter how heavy their inven- 
tory. Just let consumers prefer something—they’ll have 
it next day. 

Can a grocery show progress selling only meat, 
sugar and potatoes? That is the stock department. 

When you think a promotional shoe is stocked—find 
out the pairage in stock—it’s two or three cases. A 
couple of good mail orders will consume them. It is 


JIM LEGG 


historic that any stock shoe that becomes a big seller 
is never in stock. We refer to style merchandise, of 
course. Work shoes, children’s, staples, loafers or sad- 
dles—that’s quite a different story. 

Ask yourself some fundamental questions about stock 
shoes. 

1. Who selects them? The factory. 

2. When are they selected? Far ahead of the season. 

3. Are they colors and materials and types con- 
sumers want, or, like shoes in consumer magazines, 
items the factory would like to make to use some mate- 
rial they own—or patterns that cut well together, 
Rather Than Sell Well? You answer this one. 

4. Can a factory make a mistake in selection? If 
your answer is yes, ask yourself who pays for such 
markdowns. 

[TURN TO PAGE 67, PLEASE] 
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Manufacturer's In-Stock? 


“Open-to-Buy, a Fluid Position 52 Weeks a Year 
and an Efficient In-Stock Service Are Essentials 


in Today's Market” 


says VICTOR BENNETT 
In Charge of Merchandising Operations 
Foot Flairs Division, MUTUAL SHOE CO. 


| WOULD like to start with a truism, namely “A mer- 
chant buys his mark-downs on his original order . 

he makes his profits on his re-orders.” A study of Mer- 
chandising and Operating Results issued by N.R.D.G.A. 
or any of the excellent shoe industry surveys issued in 
the past few years illustrates the point. The average, 
independent shoe operation selling women’s shoes 
($9.00 and up) shows a mark-down percentage of 
10.8 per cent; a cumulative mark-on of 43.1 per cent; 
a stock turn-over of 2.1 per cent; and a net profit on 
sales, based on their own admissions, which is highly 
unsatisfactory. This picture is typical of many major 
department stores as well. 

A retailer who does not tie-in his operation with an 
efficient manufacturer’s in-stock service in today’s mar- 
ket is committing economic suicide. Competition is 
back in full force and a retailer’s promotional and 
sales efforts should be devoted to the items his cus- 
tomers want and not the slow-moving numbers they 
don’t want. Department store studies made _periodi- 
catly reveal that 50 per cent of the customers leaving a 
store do not make a purchase. Lack of stock, poor 
selection and inferior service are the principal reasons 
given for failure to make a sale. 

It is essential that a retailer maintain an open-to- 
buy and fluid position 52 weeks of the year so that he 
may satisfy his customers’ wants as he discovers them. 
He must have adequate selection, depth in sizes and 
most important the right merchandise, at the right time. 
By knowing his customer’s style preferences, desires 
and needs he is in a position to re-order only the shoes 
she wants to buy. 

None of the points I have made are startlingly new 
and the majority of retailers and manufacturers give 
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VICTOR BENNETT 


them lip service. Having an in-stock service when there 
is no open-to-buy available or no best selling shoes to 
re-order does not answer the retailer's problems. | 
can best illustrate my point by describing how a retail- 
minded manufacturer operates. 

We are intensely retail and consumer minded and 
we have developed a highly specialized in-stock and 
merchandising plan for our dealers which differs great- 
ly from the average in-stock set-up. Our concept of 
merchandising is based on the unalterable fact that our 
responsibility to the retailer is not consummated until 
the shoe is sold to the ultimate consumer, his cus- 
tomer. This responsibility is developed in the follow- 
ing manner and its culmination is a highly successful 
in-stock operation. 

A retailer coming into the market and committing 
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Plan for Christmas Now 


(Above) A simple but effective gilded staircase at 
Saks 34th for artful display of holiday wares. 


by ESTELLE G. ANDERSON 


Simple but eye-arresting four-panel backdrop for 
gala evening dancing shoes at Bonwit-Teller. 











Tuis is a stimulating time of the year for shoe retail- 
ers, when they can straddle seasons. They have one 
foot in the present, promoting the first shoes for early 
fell and the other one right in the door of Christmas 
excitement and extra sales possibilities. 

All the retailer needs is a bit of ingenuity and im- 
agination to put his windows to work for him as mag- 
netic eye-openers. On these pages we show some of 
the simple mechanics, in the way of windows, that can 
easily be adapted to serve as the first step in the right 
direction toward getting your share of the consumer’s 
holiday dollar. You will have to decide for yourself 
the theme best suited to your community and clientele 
but the possibilities are limitless. 

Actually, we do not need to go into descriptive detail 
about any of these windows. They speak for them- 
selves and their effectiveness is a matter of sales record. 
The four-panel backdrop at Bonwit-Teller’s, depicting 


various fashion silhouettes for evening, was simple but 
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stunning and showed the evening slippers off to advan- 
tage. I. Miller & Sons gave customers a chance for a 
choice—lights and whites for a holiday in the sun and 
darks and black for gaiety in the winter snow area. 
In their second window, they simply stated: “We love 
the fabulous little furs” and displayed the shoes that go 
so well with these furs and furbelows. 





I. Miller & Sons’ “lights and darks” for gay holi- 


days in the sun and winter snow. 





Impudent Christmas trees that sparkle with slippers Important gift suggestions—gifts and accessories 
at Bonwit-Teller in a simple seasonal display. that go with furs, at I, Miller & Sons. 


Wreath, bells and streamer furnish holiday background for Florsheim men’s shoes. 
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HOSIERY 
for EXTRA Sales... 


Hosiery Fashion Guide For Shoe Retailers 


Hosiery for men, women, and chil- 
dren is a naturally related selling item 
for shoes. It can be made a consistent 
and dependable extra sales department 
for the shoe retailer. A _ carefully 
planned promotion program and wise- 
ly selected and balanced stocks are 
essential to the success of a hosiery 
department. 

The average shoe retailer cannot 
hope or expect to do the same job in 
hosiery that is done by the depart- 
ment store or specialty shop. He can’t 
begin to carry the range of styles, 
brands, and extensive stock needed for 
a volume turnover. But, he can fill 
some of the basic hosiery needs of his 
customers. He should do so on the 
premise that each type of shoe sold 
calls for a special type of stocking. He 
will be doing his customer a service 
if he supplies the correct stocking. 

The shoe retailer should remember, 
however, that he primarily is in the 
shoe business and not hosiery. Hosiery 
should never become a burden or a 
liability. The retail hosiery business 
has had its ups and downs during 
recent years, much of it caused by 
price footballing. The retailer would 
do well to avoid “bargain” prices in 
hosiery. Instead he should stick to 
well-known brands, which will sell con- 
sistently. 

Some retailers limit their women’s 
hosiery to a single brand and hope to 
cover the complete range of needs. 
However, most brands do not include 
a complete range of styles and types. 
Two or three prove more satisfactory, 
for they give both a selection in style 
as well as color. Also, the customer 
usually prefers a wider choice. 


42 


With 





by BERNICE DECKER 


Suggest 

en ye 
eee 
a a 





Sandals Springolators 


Strippings Evening Shoe: Y ne 
All Open Shoes ‘ slight 
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Open Back Closed Toe 
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very dressy sheers, either with 
hee! and toe reint rcement or 
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Sana sheers with reinforced toe 
_y stretch sheers 
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Pumps Dressy Spectators 
Dressy Type Casuals 





daytime sheers, 
stretch sheers 
either with seam or seamless 
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Flats, Ties 
Walking and Service Shoes er 


Style and color are as important in 
hosiery selection as in shoes. Just as 
it is important to sell the proper shoe 
for the occasion, the correct stocking 
as to weight and construction should 
also be sold. The very open shoes, the 
strippings and delicate sandals call for 
the very dressy sheers, and usually 
those with some special treatment at 










service sheers 
knee high stockings 
mesh stockings 


either with seam or seamless 


heel or toe. For springolators and 
other very open sandal types there are 
very sheer stockings with toe-caps but 
no heel reinforcements. All sheer stock- 
ings with no reinforcement can be 
worn for very dressy occasions and 
with evening shoes to carry out the 
filmy idea in both dress and shoes. 
These very filmy stockings go espe- 
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Points to Remember 


Two or three brands of hosiery are better than one. 


Style and color are as important in hosiery as in shoes. 


Anklets and socks offer a complete field in themselves. An adequate 
stock can be maintained even without other hosiery. 


Style is important in men’s and children’s socks. The new low-tops have 
made men’s socks more visible. 


The sale of hosiery begins with the shoe fitter. 


Stockings and socks won’t sell if they aren’t properly displayed. 


cially well with jewel tones and with 
vinyls. Reinforced sheers, with some 
treatment both at the toe and heel, are 
best for closed pumps or dressy spec- 
tators. Sheer hosiery is best with 


dressy shoes because it is in keeping 
with the feeling of the shoes. A stock- 
ing that is too heavy in weight can 
detract from the effect. Service sheers 
should be worn with walking shoes 


Hosiery Fashion Guide For Shoe Retailers 
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Teen Age Flats and Casuals 
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Play Shoes 
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gay socks, mesh 
knee high stockings 





knee high stockings 
mesh service sheers 





seamless daytime 

and service dress sheers, 
knee high stockings, 
anklets 








Saddles, Slip-ons, Moccasins 
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Argylls, gay anklets, plain anklets, 
Bermuda socks, 

daytime dress sheers, 

knee high stockings 


and even with some dressy shoes, with 
tailored types, many flats, and some 
casuals. Knee high length stockings, 
textured full length, various forms of 
mesh stockings, and other walking 
sheers are also suitable for many types 
of street shoes and particularly for 
casuals, 
The new 
which have become popular in the 
past year or so are best suited for 
dressy shoes, and particularly with 
closed pumps. The seamless stocking 
has many uses and now comes in a 
variety of weights and types. The 
seamless stocking, because of its versa- 


seamless stretch styles 


tility, has proved a strong item for the 
shoe retailer. 

Thus it may be seen that a ward- 
robe of stockings can be promoted and 
sold as well as a wardrobe of shoes. 
As to color, it is best that the stock- 
ing pick up the color of the shoe as 
much as possible in order to achieve 
the effect of a blended costume. 

Anklets and socks offer a complete 
field in themselves. An adequate stock 
of socks and anklets can be main- 
tained, even should the retailer not 
want to go extensively into other hos- 
iery. Many women patronize a par- 
ticular store for their hosiery either 
because of custom or because of brand 
preference. This is not usually true 
when it comes to socks. 

The increasing inclination to leisure 
dress, including slacks, shorts, and Ber- 
muda shorts, has certainly influenced 
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Boot and Shoe Reeorder’s INDUSTRY PANEL 





What Manufacturers and Retailers 
Think About 


FOOT ILLS 
Their Cause and Cure... 


CAUSES OF FOOT ILLS 


Foremost causes of foot ills which can be attributed to footwear as 
revealed by vote of RECORDER panel members—both manufac- 





turers and retailers. 


IMPROPER FITTING BY SALESMEN 


How How 
Manufacturers _ Retailers 
Voted Voted 


25% 


INSISTENCE ON WRONG SIZE BY CUSTOMER 14% 


HABITUAL USE OF HIGH HEELS 


HABITUAL USE OF “STYLE” FOOTWEAR 
FAULT OF SHOE (FAULTY LAST, POOR 


MATERIALS OR CONSTRUCTION) 





Avrnoucn manufacturers and retailers differ widely 
in their opinions as to why foot ills are so prevalent 


in this country, they at least meet on common ground 
when it comes to advocating a solution of the problem. 
That is made clear by the answers to several questions 
addressed by Boor anp SHOE RECORDER to its two 
panels—one composed of the men who make shoes; 
the other to the men who fit and sell them. 

A high percentage of both agree that education is 
the crying need, not only education of members of the 
industry but education, as well, of the consuming 
public. They also find themselves in substantial agree- 
ment as to the percentage of blame which can be 
attached solely to footwear. There are, they say in 
effect, other causes of foot ills which outnumber shoes; 
and even when shoes can justly be blamed, they argue, 
more frequently than not, that it is (1) because the 


“4 


adult cannot be persuaded to buy the right type for 
the occasion, or (2) because the adult’s foot has been 
distorted in early childhood by wearing shoes which 
have been outgrown. 

Question 1; It’s claimed that shoes cause a good share 
of foot ills, and for various reasons. How would you 
rate the importance of the following common causes 
of foot ills as related to shoes: (a) Improper fitting by 
salesman; (b) Insistence on wrong size by customer; 
(c) Habitual use of high heels; (d) Habitual use of 
“style footwear”; (e) Fault of shoe (faulty last or 
design, poor materials or construction). 

Sixty-four per cent of the manufacturers voted that 
improper fitting by salesmen is the prime cause of 
those foot ills which can be attributed to shoes; 15 per 
cent that it is insistence on wrong size by customers; 
three per cent that it is habitual use of high heels; 
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Shoes Are Not the Main Cause of Foot Troubles but, None the Less, the In- 


dustry Should Give More Attention to Foot Health and Its Relation to Shoes. 





EDUCATION AND COOPERATION 
Should shoe industry promote program to educate public? 


Manufacturers 
Yes 69%....No 31% 


Retailers 
Yes 87%....No 13% 


Should shoe industry cooperate with foot doctors to help 
reduce percentage of foot ills? 


Manufacturers 
Yes 68%....No 32% 


Retailers 
Yes 88%....No 12% 





three per cent that it is habitual use of “style foot- 
wear”; and 15 per cent that it is the fault of the shoe 
or last or pattern. 

Twenty-five per cent of the retailers said that the 
prime cause is improper fitting; 14 per cent that it is 
insistence on wrong size by customers; 24 per cent that 
it is habitual use of high heels; 29 per cent that it is 
habitual use of “style footwear”; and only 8 per cent 
that it is the fault of the shoe as noted above. 

Question 2; Do you think that shoes themselves 
receive too much blame for the public’s foot ills? 

Kighty-nine per cent of the manufacturers and 83 
per cent of the retailers voted that too much blame is 
attached to shoes and several added that when shoes 
could justly be blamed, the fault usually lay with the 
customer’s selection of type or style. 

Question 3: Do you think that shoes today are de- 
signed and constructed with adequate consideration for 
the shape and function and health needs of the foot? 

In answering this question, manufacturers and re- 
tailers came close to perfect agreement. Sixty-nine 
per cent of the former and 70 per cent of the latter 
indicated that they believe shoes are so designed and 
constructed, There were qualifications, however, and 
even in these, manufacturers and retailers were close 
together. Both stressed the belief that so-called high- 
style footwear in many cases has little to recommend it 
in the way of foot health preservation. 

Question 4: Do you think that the AVERAGE 
retail shoe salesman or fitter has enough foot health 
training and knowledge to do his job competently? 

“No,” say 86 per cent of the manufacturers and 82 
per cent of the retailers, 

Question 5: Do you think that the shoe industry 
as a whole gives enough attention to the subject of 
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foot health and its relation to shoes? 

Seventy per cent of the manufacturers and 80 per 
cent of the retailers vote that it does not. Thirty per 
cent of the manufacturers and 20 per cent of the re- 
tailers take the opposite view and several commented, 
“as much as possible in view of the consumer demand 
for style.” 

Question 6: Out of every 100 persons who have foot 
troubles, what percentage would: you say can justifiably 
put the blame on shoes, and what percentage on other 
causes ? 

No two manufacturers agreed on the percentages to 
be assigned; neither did any two retailers, A general 
average, however, made it evident that approximately 
33 per cent of the hypothetical 100 persons with foot 
ills can attribute their troubles to shoes, while 67 
per cent can search elsewhere. Retailers’ answers were 
close to those of the manufacturers. Forty per cent, 
they say, can justifiably blame shoes and 60 per cent 
can not, 

(Please note that some of the questions which follow 
were addressed to manufacturers only and that others 
were asked only of retailers. All are properly iden- 
tified.—Editor’s note). 

Question 7 (Manufacturers): Does your company 
have a program, with budgeted time and money, to 
study feet in relation to shoes? 

“Yes,” say 35 per cent; “no,” 65 per cent. 

(a) Do you think this is necessary—or that it’s a 
good idea? 

Thirty-five per cent of the manufacturers who 
answered this subquestion believe that it is necessary; 
31 per cent agree that it’s a good idea; 34 per cent 
see nothing to be gained from a study of the human 
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(GREATER FLEXIBILITY 
From New Lasting Method 


New, Patented “Maji-Sole” Eliminates 
Some Traditional Shoemaking Operations 






by ESTELLE G. ANDERSON 


Some time this month, the first shoes incorporating a new shoe- 
making process will be shipped from the Riviera Shoe Company of 
Brooklyn to retailers across the country. 

This process, called “Lasting with Lastex” has been patented 
by Fred Maccarone and features the “Maji-Sole,” a centerpiece of 


Cutting fore-part centerpiece from Lastex that is made of two laminated layers of elastic batiste that is 
laminated elasticized fabric. Lastex “ Bat Rae 
yarn in fabric runs across pattern. [TURN TO PAGE 62, PLEASE] 





Vamp upper before elastic center- Original centerpiece and section Three component parts: toe piece, 

piece is sewn to vamp edges, The after upper lasting has been com- shankpiece and elastic centerpiece. 

two sewing edges of vamp and vamp pleted. Pencil line near sewing at Shankpiece extends to the ball mea- 
lining are exactly even. left shows amount of stretch. surement of the last. 





eee 


First lasting of upper. Sewn-in cen- Tab of centerpiece has been anchored One side of centerpiece has been 





terpiece is being pulled on last which after pulling through slot. Toe has sewn to vamp upper and the other 

has previously been prepared with been pulled, tacked and shoe is ready side is being lined up with the notch 
shankpiece and toe piece. for shanklasting and bedlasting. in the vamp. 
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LIKE TO SEE WHAT THE SCHOOLGIRL SET 


WILL BE " ABOUT THIS FALL? 
The New U-Thuoat Shoo! The Newest Saddles! 


in color— Suede or Leather the SHORT LOOK 


re MISSES’ SIZES 12% to 3—$4.65 


Sai GROWING GIRLS’ SIZES 4 to 10—$5.35 
© TERMS: 5% 30 days Pee 
 « aa i ae ‘ * 


BOTH BY 
MODERN AGE" 


Put new and profitable life in Fall sales 
to growing girls and children with 
these pre-sales-tested styles. With 
pacemaker models like these, you’ll 
be headed for your biggest season . . 


so order MODERN AGE now from 
our in-stock service. Here’s styling 
that really impresses youngsters... 
and value that impresses parents. 
MODERN AGE sizing makes you a 
dependable source—brings customers 
back. Grab that extra Fall business 


now. 


Terms 5% —30 days f.0.b. Reading, Pa. 


GK 


SEE SAMPLES IN: 


e Room 411, Marbridge Bldg., 
47 W. 34th St., New York City 


¢ Room 805, Alexandria Hotel, 
5th & Spring Sts., Los Angeles 


FINE QUALITY CHILC 


Curtis-Step 

















—by Bill Rossi, Field Editor 


The Man Who Dreamed Everyone 
Had Four Feet 


J oe Dingle’s shoe business was wedged somewhere between a 


groove and arut... 


SITTING down after hours one evening with a 
group of shoemen in an Ohio town recently, I heard 
this story. They swear it really happened. True 
or not, it carries a moral with atomic power. 

Joe Dingle had been in shoe business many years. 
The business had made fair progress. Nothing 
spectacular. Up a little for a couple of years, then 
down a shade. Sort of two steps forward, one 
backward. Just like a lot of other fellows in shoe 
business. 

Joe always had a feeling his business should be 
growing faster. But then, like his fellow shoe 
merchants, he had become sort of passively re- 
signed to a “philosophy” about shoe business. The 
creed was simply that there’s a stability to shoe 
business. After all, you can’t make something 
grow six feet in height when by its very nature 
it’s pre-destined to grow only four feet. No need 
of pushing beyond a certain point. When you've 
sold your “quota”—well, there’s a limit. 

In shoe business this became known as the “law 
of limited consumption.” Shoe business just had 
to be patient, wait for population to grow. Pa- 
tience, man, patience. And Joe Dingle, like most 
of his fellow shoe merchants, learned to live with 
this philosophy. 

But one night Joe had a dream, A real crazy 
dream. He dreamed everybody had four feet. Yes, 
four feet just as natural as the five fingers on your 
hand. 

Strangely, when Joe awoke, the dream stuck 
with him. Only now it wasn’t a dream any more. 
For some unexplainable reason he believed it. It 
was an absolute reality in his mind, Everybody 
had four feet. First thing when he came down to 
breakfast he asked his wife why she had shoes on 
one pair of feet while the other pair was unshod. 
He thought nothing of the queer look she gave 
him. When he left the house his last words were, 
“Better put shoes on those other feet or you'll 
catch cold.” 

When Joe finished the day at the shoe store he 
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that is, until that dream came along. 


glanced at the reading inside the cash register. He 
blinked and a nice warm feeling slithered through 
him. The take was almost double an ordinary day. 
Yet the day itself had been ordinary. No more 
traffic than usual. So how come the extra volume? 

Then Joe smiled to himself. Why, of course. 
Fitting four-footed people to shoes naturally 
meant more sales than fitting two-footed folks. 
Strange, he thought, how in the “old” days he used 
to sell only one pair per customer. Gosh, he must’ve 
been blind not to have noticed that everybody really 
had four feet. But today—well, almost no one left 
the store with only one pair of shoes. They left 
with an extra fitting and an extra pair. Naturally. 
our feet means two pairs, doesn’t it? 

Over the following weeks it was the same story. 
Each day almost double the business done in the 
old two-footed days. Fellow shoemen around town 
now were asking how come the doubled volume Joe 
was doing. And Joe, without batting an eyelid, 
told them. Shoe business, he said, was just as it 
ought to be in a four-footed world. Nor did he 
mind their audible mumbles of “Crazy!” After 
all, he was selling shoes like crazy. 

Months went by. Joe had enlarged his store, 
increased his inventory, added salesmen. All of 
it to take care of expanded traffic and increasing 
sales. 

And about those salesmen, a funny thing. Other 
shoemen remarked about it: “Anyone who works 
for Joe gets to be as crazy as him. Imagine, even 
his salesmen are talking four feet!’ 

True enough, the salesmen had become imbued 
with the four-footed philosophy, It wasn’t crazy 
to try selling the customer that extra pair. It was 
crazy to let the customer walk out without it, bare- 
footed like. And because the salesmen, like Joe, 
believed that extra pair was needed and wanted, 
the customers bought. It got to be kind of con- 
tagious, because the customers got to believe it, 
too. Next time they came into the store they sort 
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Contain natural latex for 

more pliable top lines, better adhesion, 
more mileage for you —— 

more comfort for the wearer, 


After extensive research and shoe factory trials, 
the new 1800 line of B/C HUB Adhesives by 

B. B. Chemical Co. has been added to meet shoe 
factory requirements for high quality, 
competitively priced counter adhesives. 


Made in three types .. . Natural, Synthetic, and 
Starch Latices —- in several numbers — to provide 
a counter adhesive for every price range — 

drying times to fit any factory production schedule, 


Make a note NOW to try the new G@/*C HUB 
Adhesives soon — see for yourself how these materials 
perform in your factory — how easily you can 

now get the softer top lines your customers want, 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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$2,900 a Year in Findings 


The Findings Department Can Bring in Enough Extra 


Profit to Pay Operating Overhead and Can Be a Major 


Link in Creating Additional Shoe Customers. 


Very few shoe retailers, to my mind, 
enjoy anything like the full profit re- 
turn which the findings department 
can bring. Too often the dealer is in- 
clined to look upon his findings de- 
partment as an accommodation, or 
worse, as a necessary evil, Actually, as 
we have found through a ten-year pro- 
gram of experimentation, the findings 
department can be responsible for 
enough extra profit to pay operating 
overhead and certainly can be the 
major link in creating additional shoe 
customers, 

Here, in our Denver store, we oper- 
ate the findings department on the 
theory that, “If they can steal it they'll 
buy it!” Blatant as that may seem, it 
is a hard and fast fact. Through ex- 
perimenting with one type of display 
and another, we have found that the 
big, colorful mass display, out where 
the customer can pick up every item, 
examine it at length, preferably while 
he is waiting for some service to be 
performed, will outsell any other sort 
of display. More important, we have 
found it fits in with the general trend 
of merchandising today in which self- 
service has been fostered by super 
markets, drug stores, and even by 
department stores and specialty shops. 

Our findings volume amounts to 
more than $2,500 per year, which is 
approximately 10 per cent of our 
total volume. In reviewing our 1955 
operations, it was obvious that we 
could not only trace findings sales to 
shoe customers, but that the reverse 
was true, There are notable instances 
every month in which a customer was 
originally attracted because we carried 
An 


the sort of shoe laces she favored, 
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by PAT JOY 


Pat’s Shoe Service, Denver, Colorado 





Part of Pat Joy’s findings display, giving an idea of the variety of 
items carried. The display is on the wall opposite the fitting chairs 
and next to the shoe-shining stand, 


unusual color of polish will bring 
shoe sales as well, 

The formula which we follow is a 
simple one. We believe that in today’s 
highly brand-conscious market, it is 
necessary to spreadeagle the entire 
field where polish is concerned, and, 
therefore, we carry 14 brands of polish, 
all of them in multiple numbers and 
see to it that there is no color, type of 
polish, and no price range which will 
not solve our customer's particular 
problem, All of 
backed up in depth both on the dis- 
play shelving in which our findings 
appear, and in the stockroom at the 
rear, We take a complete inventory 
of the findings department once every 


these choices are 


three months, break down the figures 
closely, determine which are the “shelf 
warmers” at that time and weed them 
out, The result is that although our 
inventory is large, it is not unwieldy, 
and all of the items involved are fast- 
turning, 

In other divisions of the findings in- 
ventory, our thinking is the same, We 
carry every type of shoe lace for which 
there is any call and many more be- 
sides, to the point that we have more 
than $300 invested in shoe laces alone, 
We make it plain, incidentally, in sell- 
ing this item that we, likewise, are 
equipped to cut and size special-pur- 
pose shoe laces as the customer wishes, 
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insists on the shoes 


Both mother and daughter will beat a path to your door when 
you feature the shoes that are advertised in WoMAN’s Day, 
Women being women—they want just what they see in their fa- 
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she saw in woman’s day 


the AGP magasine 
the NATIONAL magazine with the CONCENTRATED impact 


vorite magazine. And that’s the way it is with the A&P shoppers 
in your neighborhood, too. Feature the shoes in WOMAN’s Day 
and you'll sell the woman who reads it . . . and her family, too. 
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Style your spring shoes with Light, Bright, Bearfoot Nitroertpe —The  ¢ | y 


ais f a 
[oh yr 
ligehit we iwlit, long wearing sole with the truly spring step Fach design is available in : ra 
all light, bright colors meluding emerald green, Pastel green, Bright red, pink, grape, auburn and 
gray. Write for samples and Swateh books showing our wide range of bright spring colors 
A TRUSTED NAME ON SHOE BOTTOMS SINCE 1924 


THE BEARFOOT SOLE COMPANY, INC. WADSWORTH, OHIO 


Boston: 103 Essex Street, 1M. Calvin, Mar, © Milwaukee: 1931 5. Allis, Atkinson Sales Co, * St, Louis: 1602 Locust Street, FB. Alston, Mar, 
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BACK-TO-SCHOOL SALES 
START IN LOS ANGELES 


RETAILERS are hitting the back-to- 
school theme heavily in their advertis- 
ing and the buying has already started. 
Aggressive merchants report that their 
business is at least equal to last year 
this time; many of them report being 
up from 10 to 15 per cent. It’s due 
in part to continuing full employment 
and good buying ability. Another 
strong factor is the phenomenal 
growth rate. The Los Angeles area 
has maintained a steady increase of 
1000 persons a day for the last six 
years, according to research figures 
of a local banking chain. In addition, 
a population gain of 200,000 new cus- 
tomers a year comes from the birth 
rate, It means lots of new people 
needing shoes. New store fronts, al- 
though numerous, are nowhere nearly 
in proportion. 

The major portion of the back-to- 
school trade comes from teenagers. 
Strangely enough, retailers report the 
rock’n roll set are most conservative 
in their taste. The big sellers are 
flattios in white, natural, and dark 
shades, in just about that order of 
preference. Skimmer pumps are good, 
but far behind the flat. Lightweight 
saddle oxfords coast along in their 
usual position, with conservative treat: 
ments preferred. The new gimmick 
of having the colored saddle run 
around the heel in a strap effect 
hasn’t taken hold nearly so fast as 
expected; the kids are asking for the 
aame thing they bought last year, 

This trend to the uniform, conven- 
tional atyles is continued in their 
clothing. The sheath-like skirt, with 
almoat no decoration, is becoming the 
preferred costume. The flatties to go 
with it quite frequently have a aug: 
gestion of pointed toes, to get away 
from the bargy look of the round toe, 
Other than that, conservatiam ia the 
rule, The desert hoote and the chuk- 
kar boots make good conversation 
starters, but she usually winds up with 
a basic, One manufacturer reports 
that his two-eyelet lace pump, now 
three veare old in his line, is atronger 
than ever, 

The teen-ager’s mother ia showing 
a strong taste for something a lot 
more aporty, Even for the highest of 
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high fashion wear, the fancy models 
with as high as three color and tex- 
ture combinations are very strong. 
Maybe it’s the influence of three-col- 
ored automobiles. One strong dress 
number is a vinyl vamp, a red suede 
back, and slim taper heel in black 
patent. It’s moving out well in sev- 
eral class establishments. 
x x” * 
NEW YORK RETAILERS 
READY FOR ACTIVE FALL 


SHOE retailers in New York report 
that selling has been erratic and very 
spotty. They will also tell you that 
this situation is not unusual at this 
time of the year. August is generally 
a slow month, when traffic in stores 
is up one day and down the next; 
when people are away on vacation 
and “extended” clearance sales are 
still going on. August may mean a 
“transition” period as far as fashion 
ia concerned but to retailers the 
“transition” period starts in Septem- 
ber, immediately after the Labor Day 
holiday and continues on from there, 

Merchants are looking forward to 
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++» Continental colors 
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new slim silhouette 
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real activity. Back-to-School promo- 
tions in stores and newspapers have 
been getting most of the emphasis and 
retailers expect active selling to get 
under way now—not only in this cate- 
gory but in men’s and women’s shoes 
as well. 

Retailers of men’s shoes indicate 
that although business has been 
rather slow up to now, they feel that 
it will pick up. Those men who 
bought basket weaves and meshes for 
the summer months, cannot keep 
wearing them far into the fall. De- 
spite the fact that there will be In- 
dian summer days, probably into Oc- 
tober and November, men will still 
need to buy the “transition” shoe— 
the lightweight fall shoe, preferably 
the single sole types. The double, 
heavier soles will be winter items, 

In women’s shoes, the emphasis is 
on fall shoes, with promotions high: 
lighting pumps, slings and “mule” 
types in everything from suede to 
satin, smooth and/or textured leath- 
era, peau de sole, etc, The new spec: 
tators and tailored tvpes are being 
apotlighted too. Retailers of women’s 
choes are getting ready for the pick-up 
in selling that they feel is due juat 
about now. 

The general consenaua of opinion is 
that although things have been rather 
alow and spotty at retail, the prow 
pects for good business are bright, 
Retailera who are enthusiastic about 
their stock and tranamit that enthu- 
aiaam to customers acroaa the fitting 
atool and in their store and window 
promotions, are in a good position to 
make those proapecte become actual 


sales ficures, 
eee 


BARE, BOLD AND BRILLIANT, 
CASUALS LEAD IN MIAMI 


A FEW shoe sales are still in prog 
reaa along Lincoln Road, Miami 
Beach, but for the moat part all pro 
motional work ia on the conservative 
or casual types. Bare, bold and bril- 
liant are the many atylea offered in 
the casual lines, Good to look at, and 
good to wear are the straw and atraw 
cloth and elasticized fabrica, They 
are all more open and bare and, be: 
cause so much has been borrowed in 
Italian or Oriental atyling, they are 
beld and brilliant in coloring, 
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sales appeal plus! 


Everyone who weors shoes is a prospect 
for Shoe Saver, the most effective water 
repellent ever developed for home treat- 
ment of shoes, Easy to apply, it keeps 
water out and still lets leather breathe, 
Because Shoe Saver makes shoes shed 
woter, it protects them against the stif- 
fening and staining from repeated wet- 
ting and drying. Leather stays soft and 
pliable; shoes are more easily cleaned 
and more comfortable to wear, 





Shoe Saver also gives you the oppor. 
tunity to cash in on the great and grow- 
ing sales appeal of products made with 
Dow Corning silicones. 


sales tested! 


The sales appeal of Shoe Saver is proved 
by an initial sales rate in typical family 
shoe stores of @ dozen or more bottles 
6 week 
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a repeat seller! 


People who use Shoe Saver like it so well 
they tell others and come back for more, 
One bottle will treat 2 to 4 pairs of shoes 
for @ season, 


display-packaged to 
make buyers out of 
eyers! 

Shoe Saver is packed 
12 bottles to a com- 
pact, atfention-getting 
counter display box— 
on effective silent 
salesman, Put it to 
work for you. 


—_ 


Stier 
increase your net 
profit! 


Shoe Saver builds store traffic and net 
profits, It's @ fast moving, dollar item 
with the kind of profit margin you realize 
on most shoe findings. 
















extra-profit-maker 
BELONGS ON 
YOUR COUNTER! 


nationally 


advertised! » 
A timely series of big SPORTS AFIELD 


2-color ads in these 


reat national maga: 
tne will pre-sell shee Outdoor iia 


POST 


free sales helps! 


With every Shoe Saver order, you'll get 
© trafie-stopping point of sale display 
and attractive windew 

streamer to attract 
customers into 





your store, 























behind Shoe Saver. 





Display nationally advertised Shoe Saver on your counter and 
mention it to your customers. Shoe Saver will quickly pay for 
its space in extra profits. Order from your distributor now to 
get the most out of the big national advertising program 


Midland, Michigan 
Dow Corning Silicones Ltd., Toronto, Ontario 
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White continues to lead all colors, 
and it looks as though the white shoe 
will continue to be a favorite through 
the early fall. Some of the popular 
summer colors have been Bubble 
Blue, Pinafore Pink, Absinthe Green 
and buttercup yellow—all the delicate 
pastel shades. Pastels have been un- 
usually good according to shoe deal- 
ers. This applies to the popular price 
lines as well as to the more exclusive 
models. And it also goes for the play 
shoe as well as for the evening san- 
dal. It is, and has been, a white and 
very light season, 

The new fall styles are slow to 
make an appearance, but there is a 
trickle which indicates that getting 
rid of last season's extremely high 
heels was good. There is considerable 
importance being placed on lowered 
heels. They will be, say the buyers, 
narrower and more shapely than ever 
and offer a trimness, a fair lady 
posture, that’s hard to achieve in 
spike-heeled opera pumps. And the 
heels will be found more forward, 
under the bottom of the foot. 

One buyer feels that the new fall 
shoe will have a more covered up look 
than has been manifest for some time, 
Open toes have gone, along with sling 
hacks, 
formal 
atyles, 


This is beeause of the more 
atyle of the coming 
With the high sashes and 
draped bustlines and floating panels, 
the shoes just have to be dignified. 
But they will not be severely plain; 
far from it. There is going to be 
plenty of buttons and straps, and 
something new, the back of the shoe 
reveals contrasting textures and deli 


dress 





cate stitching detailing. 

The greatest activity in shoes right 
now is in the school footwear lines. 
The youngsters are asking for colors 
and all girls, both big and little, are 
going to be wearing not pastels, but 
the more sedate tones. The brown 
and white saddle oxford is still a 
leader, while black is quite popular. 
For early fall there will be a lot of 
white worn. 

Shoe dealers are this month mark: 
ing time, What they have in the new 
fall styles are not being shown, but in 
a few weeks will appear for college, 
travel and fall wear. 

es a 
DRESSY CASUALS DO 
WELL IN CHICAGO 


FALL shoe selling is gradually be 
ginning to get underway in the Chi- 
cago area, Since mid-July most of 
the fall shoes sold have been in the 
hack-to college field, These have in- 
cluded a wide range in the saddle, 
and casual families, During this time 
there has been a spinkling of regular 
fashion types, but they are now begin- 
ning to gain some momentum, 

Both calf and suede have 
equally well in this early period, This 
hus been true in the somewhat dressy 


sold 


casuals as well as the classic dress 
types. In fact, the dressy 
wedges with anklette or t-straps and 
some trim such as perforations, stiteh- 
ing, fringe, or other highlights, have 
heen well received and demand for 
them is expected to step up consider 
ably in September. 


casuals, 


The first acceptances of the fashion 
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Vitality's handsome suede design in three heights. Sweater band lends 


the sophisticated look, in demand for tailore 


fall clothing styles, alse 


offers an excellent fit, Bullock's, Los Angeles feight cols), 
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types, showed interest in the pointed 
toe and other versions of the slender 
silhouette as well as in the continued 
Although the pump will 
be the pattern, 
retailers expect it to be bought in 


slim heels, 
undoubtedly volume 


more variations than in some sea. 


sons, These include some of the newer 
throat as the U-line, the 
outside curves, the square, and peak 


lines such 
versions, There also appears to be 
details 
faille con 


considerable interest in trim 


buckles, 


trasts, rhinestones and other 


such as bows, 
jewels, 
atitchings and nailheads. 

Early promotions of alligators and 
other well ac 
cepted, 


have been 
Here again, although black 
has been the top color, brown, honey, 
and red has also moved well. Alliga- 
alwave does well in 


reptiles 


tor in particular 
the Chicago area due to the popu: 
larity and suitability. of and 
other tailored clothes to this fall eli- 
They sell well in evervthing 


attita 


mate, 

from shell pumps to instep straps, 
DETROIT SALES HOLD UP 

DESPITE LOCAL CONDITIONS 


Moror City shoe stores have en- 


joyed fairly satisfactory business 
despite apparent local depression con: 
ditions; spending, eapecially — for 
staples, has held up well, A 
women’s shoe buyer indicated volume 
a little off from last 


rently, In the juvenile field, 


mayor 


only vear curs 
aome 
atores indicated volume actually up 
Interestingly, one sueh report of im 
attributed di 


rectly to store remodeling and up 


proved business was 
grading of atock, 

“T think we can look forward to a 
good fall,” Steven J, Jay, president 
of R, H. Fyfe and Co. and NSRA 
aummarized the market, 
ateel atrike was settled, 
there is a little more life in trade, 
Summer business haa been disap: 
pointing, but fall buying is earlier 
than anal,” 

Mr. Jay backed hia comments by 


president, 
“Since the 
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| Because each of your customers is 


“yt Slaw Budtnedd.. 


Gallun’s premium Caseade Calf is the 





leather that sells your shoes 


Doctor, lawyer, merchant chief ,. . all know appearance counts high 
in success. All, in a way, are “in show business.” 


To them, the plump good looks of Gallun’s Cascade Calf bespeak 
success. It’s a boarded leather, chrome tanned, with a soft, rich sheen. 
Order it for your quality shoes in black and a variety of colors. 

Check the Gallun numbers when ordering from your leading suppliers. 
A. F, Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin 


OTHER FAMOUS GALLUN TANNAGES 
NORMANDIE CALF ¢ CRETAN CALF 
NORWEGIAN CALF 
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evidence that dark shoes have been 
selling well in all departments, with 
sports shoes languishing. An indus- 
try veteran, he noted that part of the 
slowness of the market is a tempo- 
rary element, attributable to the pres- 
idential elections every fourth year. 

In men’s departments, softer grains 
for fall were moving. Blacks were in 
great demand. An interesting sign of 
fall trends was an increase in cordo- 
vans selling to middle-aged men, as 
well as to the student age groups. 

Summer merchandise and _ sale 
items were moving best in women’s 
departments. One major downtown 
store was doing plenty of business 
at $1.99 and $2.99 levels and looked 
toward a good August volume through 
sound promotion. 

ee 
ST. LOUIS FEELS 
NORMAL PRE-FALL LULL 


SHOE selling in St. Louis is ex- 
periencing its usual August doldrums, 
with light response to fall stocks, but 
the condition is recognized as a nor: 
mal annual lull from which the pen- 
dulum will swing, predictions are, 
well out in the other direction, 

With clearance bins banished, shoe 
departments and stores have taken on 
an air of fall importance. Currently, 
women’s sections are “loaded” with 
fall and winter pairs of every style, 
description and material. Heavy 
stocks appear to be on hand every- 
where, with more pairs being received 
regularly. In some quarters, there is 
an almost intense retailer concern 
about moving such a volume. The 
next four weeks’ sales will either al- 
lay such fears—or double them, 

Pumps predominate both in dis- 


ie, ee 


play and in selling, with black suede 
leading the fashion league in trend- 
setting purchases. Transitional 
opened-up black suedes have gone rea- 
sonably well downtown and in the 
more exclusive suburban outlets dur- 
ing August. End of the month em- 
phasis is expected to move toward 
closed types. 

Black calf and town brown calf are 
featured less prominently than the 
suedes, with the leather dubbed effec- 
tively by one store: “Calfskin—How 
Soft Can You Get!” Closed pumps 
of calfskin slashed in diagonal 
squares to give a diamond surface ef- 
fect are promotional at one downtown 
department store. Reptile footwear is 
moving only lightly to date. 

Although boulevard windows of de- 
partment stores are at present show- 
ing women’s footwear only as acces- 
sory items, emphasis is on textures. 
A “tweed” window of yard goods used 
a very low cut V-vamp russet brushed 
suede pump on 23/8 heels to tie in 
to the tweeds and russet fur cloches. 
The “My Fair Lady” window of black 
and white fashion items showed Swiss- 
made open sandals of suede and 
faille combination, enhanced with 
large brilliant button ornamentations. 

Boulevard windows promoting col- 
lege apparel used plain black suede 
pumps for dressy attire and red moe- 
casin vamp strollers for car-coat win- 
dows. During August each depart- 
ment store has had its own College 
Board of young ladies on hand to 
meet, greet and aid the college-bound. 
Interviewa with College Board mem- 
bers indicate that the first shoe pur- 
chase for school is invariably a plain 
black suede pump on 23/8 heels, 
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The subtlety of black, always af its most elegant in suede, is coupled 


with the flattering narrow 


ee! and vinyl to underline dark fall wear. 


The three created by DeLiso Debs, Neiman-Marcus, Dallas (eight cols.). 
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BACK-TO-SCHOOL SALES 
MAY SET BOSTON RECORD 


BACK-TO-SCHOOL shoe business 
opened early this year in Boston and 
retailers reported during the third 
week in August that results to date 
had been satisfactory. Moccasin cas- 
ual types were freely bought, as were 
flats in the soft construction, white 
bucks and even some dress types by 
the college group. 

Commenting on this early opening, 
several merchants recalled that last 
year schools and colleges in New En- 
gland opened three weeks later than 
usual, for the most part, because of 
the polio scare thus delaying the start 
of fall business. They also stressed 
the fact, however, that this year’s 
business had developed even earlier 
than in normal years and showed 
every indication of reaching what one 
retailer referred to as “record propor: 
tions,” 

Although for adults were 
shown in most stores well before mid- 
August, some of them as early as 
August 1, comparatively little real 
activity was looked for before Sep- 
tember 1. There was some demand 
for blacks which always usher in the 
fall pick-up, and for a few other col- 
ors: red, brown and some gray. In 
black shoes, suede seemed to be the 
most popular leather. These new fall 
shoes, with few exceptions, were being 
offered at prices very ltitle, if any, 
higher than those which prevailed 
during the fall of 1955. Stocks were 
ample, stores reporting having re- 
ceived from 60 to 80 percent of their 
initial requirements, 

The Back Bay store of Kays-New- 
port reported a demand for alligator 
in red, brown and black. These sold 
to the tourist trade, it was said, mostly 
from Canada. In addition, local ous 
tomers were beginning to buy some of 
the dressy types in black and the 
younger set showed a preference for 
moccasin types in brown, red, black 
and charcoal, 


atyles 
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Footwear Sales Step Up 


when CELASTIC BOX TOES 
Step Forward! 





Why? Because mother, dad and the little ones all appreciate the toe comfort 
Celastic hard box toes or Celastic soft box toes give them — for the life 
of their shoes, 
Footwear for dress or play . . . lined or unlined . . . every style benefita 
and the sales of shoe manufacturers and the outleta they supply reflect 
it! Are you using these quality box toes to build loyalty for your brands? 





UNITED BHOE MACHINERY CORPORATION + BOSTON, MASS, 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 


Chicago 


WITH fall production schedules well under way, attention 
in the Chicago area is now being focused on spring. Most 
of this is timed for release for the National Shoe Fair. 
However, there is a general trend toward getting lines 
ready earlier than usual, This is true in fashion houses 
as well as those devoted to basics. 

Production is becoming an increasingly serious problem 
for most houses. It is hoped that getting lines ready earlier 
will alleviate the problem to a degree. Earlier orders will 
he a considerable help in releasing the pressure when the 
delivery season reaches its peak. In certain types, such an 
basics as well as classic fashion types, this is a simple 
matter, Certain shoe men prefer to extend the delivery 
period over a longer time, since this makes-their stock 
problems easier, 

There is some feeling that there may be a carry-over 
in some stores on blues, due to the slow selling season last 
spring. Light colors cleared out well in sales and there is 
practically no inventory in patents, which sold in January 
and February. 

Cruise and resort shoes are also getting attention, These 
too require earlier production and delivery than they did 
in the past. The growing trend to winter vacations has 
increased the demand for early resort shoes tremendously, 
Northern stores want good selections as early as November, 

Business is reported as excellent throughout this area, 
Moat factories report they have picked up their losses of 
May and June, This has followed the retail pattern which 
was good all summer and which indicates that fall shoes 
will sell early and well. Thus far, black continues to lead 
in volume orders, both in suede and calf. Brown, however, 
has edged up in re-orders with indications that it will be a 
major factor, Basic sizeeupa on walking shoes have been 
running ahead of laat fall 


St. Louis 


Sr. LOUIS shoe manufacturers continue to operate many 
of their factories at capacity production levels, although in 
general activity in the cutting rooma haa eased off a bit, 
Shipments are reported running several percentage pointe 
ahead of this time last year, 

Spokeamen predict that this gain will be held well into 
the fall and winter season, depending on how thoroughly 
the sale of fall footwear at the retail level absorbs the pres 
ently high rate of production, Conaequently, both manu: 
facturera and retailers are showing an intense concern 
over how well the fall styles will move from the retailers’ 
heavily-loaded stockrooma, 

Preparation of spring lines is now claiming a large 
share of the manufacturers’ attention, Although apring 
styling is still on the drawing boards, color trends are 
beginning to formulate, as the result of displays at the 
Leather and Allied Products shows, Producers of women's 
shoes unanimously agree on patent, and add that the flax 
tones seen so consistently in 1956 will be equally or even 
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more favored in 1957 than they were this year. 

Gray for spring enters every fashion conversation, Pro- 
ducers are talking about gray alone, gray in combination 
with patent, gray and white, and even two separate tones 
of gray combined with black. The color is not expected to 
replace flax, but rather to supplement it. As one fashion 
coordinator described gray: “The color appeals to a more 
mature person than flax and perhaps a person in a higher 
income bracket, since gray is a tremendously reserved color 
in feeling.” 

Reports indicate that the pale pastel pinks and blues, more 
widely seen in the clearance bins than on milady’s feet, 
will give way to more intense colors, Blues will be definitely 
blue, aot pastel, Yellows and especially oranges are rated 
promotional for 1957, Since the ready-to-wear market will 
call for some pastels, some will be available, but not to 
the extent that they have been for the past three springs. 
Opinions reflect that vinyl, which can be worn with all 
colors, took over the pastel territory. 

Since whites moved so well everywhere this summer, 
more pairs are scheduled for next year’s production, In 
the St. Louis area, practically no white pumps were on hand 
in the departments and stores by July, and except for a 
few off-beat sizes, no pairs were left to clear, Although re- 
tailers underordered on whites this summer, as one retailer 
described it, “How were we to know!” 

With patent and white in spectator combination faring 
well in post-Baster selling in 1956, women’s producers plan 
to add to their patterns in this category, 

Miss Jaclyn Meyer, chairman of the Shoe Fashion Board 
of St, Louis, was sent to the Leather show by the St. Louis 
Shoe Manufacturers Association in order that she might 
hetter study the news in leather and, by reporting her 
findings to her Shoe Fashion Board, help keep the group 
informed on trends, colors and finishes, 


Los Angeles 


THerr appears to be almost no letdown in the manu 
facturing pace of Southern California makers, Summer 
aales by retailers are producing the desired reduction in 
inventory and orders for fall itema are filling the holes, 
Local shoes producers are dividing their work time be 
tween filling orders and readying their spring lines, 

Some manufacturers claim to have their spring atufl 
almost completed and ready for the November Market 
Week at the Alexandria, They report no startling change 
in what they will offer; basic patterns make up the bulk 
of the designe, with continued emphasia on slim-tapered 
mid heights in dressy ahoea and on sandala and moccasins 
in the casuals, 

Current buying, manufacturers report, is concentrating 
on the late fall bronge and taupe shades, This area always 
is somewhat behind other sectiona of the country in the 
purchase of fall fashiona, since the ultimate consumer 
doesn’t generally wear such things until well into No 
vember, Usually, October ia one of our hottest months 
and an autumn tweed outfit which would be just right in 

[TURN TO PAGE 65, PLEASE] 
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Greater Flexibility 
From New Lasting Method 


[CONTINUED FROM PAGE 47] 


sewn to the edges of the vamp and 
vamp lining. This upper is then pulled 
over the last, which already has a 
shank piece and toe piece in place. 

The photos on these pages illustrate 
the various steps in this new method 
of lasting and they also graphically 
emphasize how uncomplicated and sim- 
ple an operation it is. The advantages 
of this process are numerous and accrue 
to the manufacturer as well as to the 
retailer and ultimate consumer. 

For the manufacturer, it means less 
dependence on skilled labor, since any- 
one can be taught this new method of 
lasting. It can be adopted in factories 
with little change in equipment or in- 
terruption of the work flow. It in- 
creases the capacity of the men who 
last the shoes and it lengthens the use- 
fulness of the wooden last since only 
a minimum of lasting tacks are used. 
In this shoemaking process, the channel 
is eliminated. 

To the retailer it will mean addition- 
al sales-making and important selling 
features at no increase in cost and for 
the consumer it will add up to lighter, 
more flexible shoes with a maximum of 
comfort, for this “Maji-Sole” center- 
piece produces just the right elasticity 
and tension to allow for complete artic- 
ulation of the bones of the feet while 


if it doesn’t bear this VOTAN trade-mark, 
“SUPERSOLE” 


it isn’t génuine leather 


C 
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walking and, at the same time, insures 
longer wear without losing the shape 
of the shoe. A heavier single sole can 
be used without sacrificing any of the 
flexibility. 

At the present time, Fred Maccarone, 
the inventor; United States Rubber, 
makers of Lastex; and the Riviera Shoe 
Company are the principals involved, 
but the “Maji-Sole” will be available to 
other manufacturers. 

Present plans are to enclose a small, 
descriptive folder in each carton of the 
finished shoes made with this new last- 
ing process so that the consumer will 
have a better understanding of how 
the shoe is put together and what the 
new method can actually contribute to 
her foot comfort. 





Correction 


In the supplementary list of 
Honor Roll Contributors to the 
Shoe Industry’s Promotion Cam- 
paign, which appeared in the Re- 
conper of August 15, the follow- 
ing were incorrectly classified as 
retailers: 

Barr & Bloomfield Shoe Mfg. 
Co., Ine., Seabrook, N. H.; The 
Gilbert Shoe Co., Thiensville, Wis. ; 
Johnson, Stephens, Shinkle Shoe 
Co., St. Louis, Mo.; Midwest Foot- 
wear, Inc., Sullivan, Mo. 

These companies are manufac 
turers and should have been « 
listed. 
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$2,500 a Year 
In Findings 
[CONTINUED FROM PAGE 51] 


This has brought us many additional 
customers who have need for such 
laces. Included are dancers, acrobats, 
and entertainers—people for the most 
part who have difficulty in finding a 
properly tipped shoe lace for special 
types of shoes. 

We offer the customer a half dozen 
choices of home shoe-shining kits, with 
as many selections in daubers, brushes, 
polishing cloths, ete. The fact that 
our two-chair shoe-shining stand is 
next to the findings display carries 
considerable weight in suggesting 
these, particularly where the customer 
is pleased with the high gloss which 
our salaried shoe shiner produces, 

There is more to merchandising the 
findings inventory than merely keeping 
it out in the open on self service. We, 
likewise, display samples of the inven- 
tory at other points throughout the 
store, Some are at the wrapping coun 
ter itself where every customer must 
pause. More are on a small table which 
is located in our fitting area. This 
means that no matter where a cus 
tomer may be in the store, he is never 
more than a few steps away from a 
findings display, and the mere sight of 
this is likely to remind him of the need 
for polish, extra laces, taps, shoe trees, 
ete. 





VIRGINIA OAK TANNERY 


SALES CORPORATION 





By far the most important physical 
step in building a desire for fine pol- 
ishes is the fact that for nearly 15 
years we have made it a policy to 
shine every pair of shoes sold, This is 
the responsibility of the shoe shining 
“department,” and just as efficient and 
attractive a job is turned out as when 
the customer comes in for a shoe shine 
himself, Usually, the customer is 
highly pleased when we exhibit the 
highly polished shoes, which, naturally, 
leads to the subject of polish. Which- 
ever of our four employes is on the 
service counter is instructed to point 
out the polish which was used for the 
job and to aggressively recommend 
that the customer take a package home 
for maintaining the same excellent ap- 
pearance of the footwear. It isn’t dif- 
ficult to impress the customer with the 
fact that a continuous program of 
careful polishing, of keeping his shoes 
on trees, protected from moisture or 
other injuries, will make them last 
longer. Sales come easily in this way. 
They come even more easily, we have 
found, when we point out that, al- 
though the shoes may be of an odd 
shade of color, we have the polish to 
maintain them. 

Often we have found that men who 
fancy extremely light tan shoes, women 
who are wearing light pastel colors, or 
odd shades of color in their footwear, 
have been using neutral cream or even 
plain automobile wax to polish their 
shoes, Displaying a manufacturer's 
folder with color chips, which covers 
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nformative booklet. 





just about every color which is avail- 
able on the market, will always at- 
tract interest, and when we state that 
we have that color right on hand in 
stock, we get the sale. 


Appointed RECORDER 
Circulation Manager 


PHILADELPHIA — Elmer Dalton has 
been appointed circulation manager of 
Boor AND SHopw Recorper, succeeding 
Arthur L. Burns. 





ELMER DALTON 


Mr, Dalton joined the Chilton organi- 
zation in February with the acquisition 
by Chilton of Electronics Induatries 


magazine, of which he was circulation 


- NEW YORK, N. Y. 





manager. He will continue to serve 
as circulation manager of that maga- 
zine and also of the Chilton publica- 
tions, Jewelers’ Circular-Keystone and 
Optical Journal and Review of Opto- 
metry. 

Mr. Dalton has had extensive busi- 
ness magazine circulation experience 
with such companies as McGraw-Hill 
Publishing Company and Sales Man- 
agement megazine. He is a contributor 
to Circulation Management. During the 
war he served with the Ninth Air 
Force and saw service overseas. 

Mr. Burns, who has been circulation 
manager of the Recorper since 1947, 
becomes assistant manager of the new- 
ly created Fulfillment Department of 
the Chilton Company. This depart- 
ment will eventually handle subscrip- 
tion processing for all Chilton publica- 
tions, 


Donald S. Hyman Dies 

St. Lours—Donald 8S. Hyman, 60, a 
director of Brown Shoe Company, died 
recently at his home in Creve Coeur, 
Mo., after suffering a heart attack. 

Mr. Hyman had been associated with 
Brown Shoe Company for the past 40 
years, serving as traffic manager before 
he was made a director in 1944, 

He is survived by his widow, 
daughter and two sisters, Burial was 
in Valhalla Cemetery. 
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Sales swell, when soles don’t 


One way to sell more work or safety shoes is to build more quality 
into them from bottom to top. And one way to do that is to use 
oil-resistant soles made with CHEMIGUM. 





Pictured above are two shoes that were subjected to a prolonged oil 

immersion test, designed to illustrate comparative resistance to 

swelling. The shoe on the left has a sole made with CHemicuM. The 

one on the right has a sole made with another oil-resistant rubber. 
The results speak for themselves. 





CuEMiIGUM is a nitrile rubber made only by Goodyear. This 
tailor-made rubber not only imparts greater oil- and wear- 
resistance to shoe soles than other specialty rubbers, but its 
lighter weight provides more cushioning and comfort. 








To be sure of swelling sales for your heavy-duty shoes, make 

sure the soles carry the CuemiGuM imprint. Look for it. Ask for 

it. See your usual supplier for details, Or write to; Goodyear, 
Chemical Division, Akron 16, Ohio. 


GOODSYEAR 


CHEMICAL DIVISION 





CONTAINS 


CHEMIGUM® 








Chemiguin~-T M The Goodyear Tire @ Rubber Company, Akron, Ohio 
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[CONTINUED FROM PAGE 61] 


New England is likely to be unsufferably warm out here. 
Cotton prints and white walking shoes are in good taste, 
even on semi-formal occasions, until well into fall. This is 
what makes the early sampling of fall styles a phenomenon; 
it can only be explained by the late start of the summer 
buying. 

The orders that are coming in show a strong preference 
for the slim-tapered heel, tapered toe, and open throat 
dress shoe. The popularity of the first item is easily ex- 
plained. Averaging about 15/8 in height, it’s almost as com- 
fortable as a low heel. It would have been introduced years 
ago, except that only recently did new mechanics of heel 
construction permit them to be made. The tapered toe con- 
tinues the elegant trend, emphasizes the elegant look of 
the new dress fashions. Full skirts and multiple-petticoats 
are out; it’s sheath skirt all the way. The open throat 
continues the trend of the barefoot-look, popular last 
year in the extreme open heels that are now covering up 
again. 

Featherweight, soft construction is a must in men’s, wo- 
men’s, and children’s wear. Everything from saddle oxfords 
to dress shoes must have the new soft feel or it’s difficult 
to put over, say the retailers, and the manufacturers are 
heeding them. Materials show the ever-present patent, 
metallic bronze, and calf lustres. Decorated and textured 
leathers are big in all three types of footwear, with tex- 
tures appearing in very subtle grains. 

Vinyl has finally worked its way into the bedroom, One 
line is showing a slip-in scuffy with vinyl vamp and a 
maribou treatment at the throat. There are 10 variations in 
the line, with the maribou giving way to a satin bow in 
some models, while heel heights range from 8/8 to 14/8. 


New York 


SHOE production in New York has been somewhat of a 
variable, Some of the manufacturers report that their pro- 
duction is at near capacity. Others indicate that as of this 
moment, things are a bit slow, with cutting ahead for about 
three days a week. However, in all cases, manufacturers 
are confident that prospects are for good business ahead. 
They feel that retailers did not over-extend themselves 
when they placed their initial orders for fall shoes and 
that as soon as retailing accelerates and really gets under 
way, they will need to reorder and fill-in, Reorders from 
retail sources outside of New York have come in at a more 
satisfactory rate than the local sources and they promise 
to maintain production at good levels, 

Women’s shoes going through the factories generally are 
specified for immediate delivery and on into next month, 
These are the regular lines, comprised mostly of suedes, 
calfskins, kidskins and some luster leathers, Some of the 
manufacturers indicated that textured leathers are. still 
important, especially in broadtail in black and brown. 
There is the usual color emphasis on black, first. Then there 
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is good response to brown and navy. Pumps, slings and 
hackless types, with the springolator to keep them snugly 
on the foot, are the popular styles. Each manufacturer, 
knowing his customers and their geographical requirements 
as well as their particular preferences as to type, silhouette, 
heel heights, ete. is making his line up with all these facts 
in mind. 

Many of the manufacturers in New York have made up 
their cruise and resort line samples and their salesmen have 
taken to the road with them. First reactions are expected 
soon and the feeling is that they will be satisfactory. Some 
of the resort and cruise lines are featuring satin, alone or 
combined with silver or gold trim; peau de soie either by 
itself or in combination with kidskin or luster 
leather; broadtail in white and a few pastels... These in 
addition to the kidskins, calfskins, silks and other fabrics 
that lend themselves to southern wear. 


suede, 


In general, although business may be slow in some fac- 
tories at the present time, the prospects are that it will 
accelerate and keep production at a good level. 


New England 


THERE has been a definite pick-up since August 15 in 
orders received by New England shoe manufacturers but 
the rate of increase, particularly in) medium and low 
grades of men’s and women’s shoes, still leaves something 
to be desired, In comparison with this time last year, when 
backlogs of orders were piling up rapidly, backlogs this 
year, in many cases, are sufficient to guarantee a good pro- 
duction rate for no more than two or three weeks, 

The picture is much rosier, however, in high grade lines, 
both men’s and women’s, Initial orders received, and even 
re-orders in some cases, are enabling factories to operate 
at capacity. In fact, a few men’s factories in the Brockton 
district are planning to add more employes and more ma: 
chinery. 

That New England did not do badly during the first 
six months of the year is proven by a tabulation of Bureau 
of the Census data made by the New England Shoe and 
Leather Association, The three principal New England 
shoe manufacturing states——Massachusetts, Maine and 
New Hampshire—produced a total of 113,127,000 pairs, 
an increase of three percent over the first six months of 
1955. Two states, Massachusetts and Maine, showed gains 
of 7.3 and 7 percent, respectively, New Hampshire showed 
a loss of 8.6 percent, New England's six month production 
represented 37 percent of the United States output of 305,- 
704,000 pairs, 





Editorial Outlook 


| CONTINUED FROM PAGE 15] 


for which we have waited so long, to “grade up” our 
product, to build more performance values and satis- 
faction into shoes and more respect for them in the 
consumer's mind, And it could provide the opportunity 
to increase the shoe industry’s dollar share in our 
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total national product. 

The accomplishment of this last purpose can result 
only from a conscientious effort to improve the quality 
of our product and to increase the performance values 
in shoes, But, more than that, it will necessitate adver- 
tising and promoting with a vengeance, the employ- 
ment of the same dynamic merchandising techniques 
which have been used so effectively by those lines of 
consumer goods which are most competitive with shoes, 
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the 
little 
shoe... 


.. that grew 
into big, 
BIG PROFITS 


This dance shoe, only a short time ago, was a 
profit potential. Today, it’s a profit reality! 
Why? Because the Back-to-Dance School market 
is growing by leaps and bounds. 

Increase your share . . . become dance shoe 
headquarters in your community with the help 
of the midwest's long-time specialists, Leo's 
Advance Theatrical Shoe Co. of Chicago. Leo's 
... recommended by teachers and professionals 
alike. 


1 LEO’S authentic ballet, toe, and tap shoes are 
crafted by our own experts, right in our own shops 
in Chicago. 


2 LEO’S are a quality product, priced for profitable 
volume business. 


3 LEO’S Dance Shoes are available from this central 
location for prompt delivery anywhere in the 
country. 


Write for 1966 FREE 
® Catalog and ‘‘eye- 
stopper’ Display 
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TRICAL SHOE co 
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KNOWN THE WORLD OVER BY THOSE WHO LIVE, STUDY AND TEACH THE DANCE 
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* Same block as the Empire State Bldg! 
Near most sources! 


* Close to Penn Station, both Airline 
Terminals; B&O buses stop at door, Sub- 
way at entrance, 


* Times Square, theatres, United Nations, 
Radio City and Grand Central all easily 
accessible, 

1501 ROOMS WITH BATH, RADIO: (NOW BEING 


REMODELED AND AIR-CONDITIONED.) MARINE ROOM. 
CAFE LOUNGE AND BAR, 


Queraton-M{CAtein 


Hore 
Tithe. Heout. of the Penn Ane, 


Reservations: PE 6-5700 + Teletype: NY 1-2715 
Broadway at 34th Street 
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Debate in Print: 
Victor Bennett 
(CONTINUED FROM PAGE 39) 


all of his money in his initial buy 
places himself in an untenable posi- 
tion. He loses his flexibility to re-order 
and sell in volume the shoes his cus- 
tomers have told him are the “most 
wanted.” He loses sales by not re- 
ordering his good numbers and de- 
votes his strongest sales efforts to his 
slow-moving numbers in order to 
lighten his inventory. 

The following chart is a graphic il- 
lustration of what happens when shoes 
are not re-ordered, 


or who determines an “adequate and 
comprehensive” selection? The Foot 
Flairs Fashion Bureau spends months 
of intensive research in the leather, 
fabric, fashion and _ ready-to-wear 
markets sifting, interpreting, and 
analyzing reports and facts. From 
this information the line is styled and 
then merchandised to determine what 
will be the best-selling silhouettes, 
colors and materials. Pre-season con- 
sumer sales testing plus a nation-wide 
network of best-seller weekly reports 
determine this group of key shoes 
which we call “consumer preference” 
styles. From this group will develop 
the four or five hot volume numbers 
that the buyer will re-order all sea- 
son long. All his available money is 





Buyer purchases 24 pr. to sell @ $10.95 .. $262.80 
Cost at $6.50 per poir .......... . . $156.00 
Gross mark-up (40.6%) equals ...... . .. $106.69 
It takes 14.3 pairs @ $10.95 to pay your invoice. .............., $156.58 
It takes 7.2 pairs @ $10.95 to pay average store expenses (30.2%)... .$ 78.84 
Invoice and store expenses==21.5 pr... ... . $235.42 
Entire profit tied up in last 2.5 prs. .. .. ..$ 27,38 





If the buyer gets full price for the 
24 pr. he will make a net profit of 10 
per cent, 

If he gets half price for the last 
three pairs he will make a profit of 
4.1 per cent. 

If he gets half price for the last 
five pairs he will have lost exactly 
two cents on his original buy of 24 
pair. 

Any shoe which is not re-ordered 
and is closed out after the first season 
will in 9 cases out of 10 result in a 
loss to the retailer. On any closed out 
shoe the retailer is fortunate to get 
back 50 per cent of his orginal whole- 
sale cost. Finally because of the size 
factor involved in buying any new 
shoe style the best you can hope to 
sell of any given number is 80 per cent 
of the original purchase. These are 
the most common and major faults 
which beset a retailer and here is how 
they are overcome, 

A retailer placing his initial order 
at the start of a season is strongly 
advised to commit 65 per cent of his 
planned purchases and to leave 86 per 
cent open for re-orders, The 65 per 
cent which he places is a comprehen- 
sive and adequate selection of the beat. 
selling types for the new season, What 


now being used to re-order his best- 
sellers which means his stocks are 
lower, his sales are higher, and his 
mark-downs are sharply reduced. 

With increased sales and lower 
stocks his turn-over increases, freeing 
additional capital and enabling him 
to take advantage of another impor- 
tant facet of an in-stock operation, I 
am referring to a basic model stock 
built around a group of “basic fashion” 
shoes. These shoes are running items 
and average weekly sales of from five 
to nine pair. By maintaining a min- 
imum basic inventory and filling in 
sizes consistently a turn-over of five 
or six times on a very low stock is 
not uncommon, Concentration on run- 
ning staple items plus depth in sizes 
on best selling styles is the way to 
build a sound, profitable, shoe opera- 
tion. 

No retailer should be placed in a 
position where he cannot replace his 
best selling shoes at the peak of the 
season. More and more the consumer 
is doing her buying closer to the sea- 
son, The retailer best able to satisfy 
her needs will do the most profitable 
business. The best way to achieve this 
goal is to work with an in-stock op- 
eration, 





Hosiery 
For Extra Sales 


(CONTINUED FROM PAGE 48) 


the shoe retailer. Most of the shoes 
for these purposes require special types 
of socks. 

Women and girls are much less likely 
to have a wardrobe or stock of socka 
at home than they are regular hosiery, 
Therefore, each time a woman buys a 
pair of sport or casual type shoes, she 
should be a logical customer for ap- 
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propriate socks. Much has been done 
to bring variety and interest to knee 
length socks for women in the past 
year, The same is true of anklets, 
which in many cases, emulate some of 
the better selling argylea and patterns 
in men’s socks, 

Socks require a much smaller stock 
and style range. The atretch types 
eliminate a range of sizes, They can 
frequently be sold from self-service 
bars or counters carefully marked as 
to size and price. 

Any retailer who has college girls or 

[TURN TO PAGH 69, PLEASE] 





Debate in Print: 
Jim Legg 


(CONTINUED FROM PAGE 88) 


5. Where does the Outlet Store get 
his shoes for “50 per cent below adver- 
tised price?” You guessed it, from 
stock departments. 

Will a factory stock department at 
cut prices be available first to Inde- 
pendent Retailers—or to that factory’s 
own stores? 

6. Make a study for yourself one 
day. Get the stock folders of three 
competitive lines—any three. Remove 
the cover from the booklets and look at 
the patterns, All the same, aren’t they? 

Then the consumer has a choice of 
where she buys the same thing—not a 
choice of merchandise. That is the 
drain down which thousands of possi- 
ble “second sales’ go. 

7. Are stock shoes cheaper? 

If terms are 5 per cent makeup and 
2 per cent from stock, 1955 production 
would cost $60,582,165 more from stock 
than makeup. If stock terms were net 
—the additional cost would be $100,- 
970,275. 

8. Can you carry a lower inventory 
buying stock shoes? We say “no” in 
fashion shoes, and invite your store’s 
own survey—reminding you orders 
placed are not inventory. 

Some non-thinking retailers today 
will actually refuse to buy makeup 
style shoes, with the statement, “If the 
factory does not think enough of it to 
stock it, I won't buy it.” 

These retailers are permitting the 
factory to not only buy for them but 
sell to them materials that may be sec- 
ond rate and which they cannot under 
normal circumstances sell, The retailer 
who buys stock shoes only forces his 
sales down, 

Stock Departments, like iodine, up to 
a certain point are life saving—beyond 
that point they become poison and 
fatal. That point in stock shoes, in our 
opinion, is when sales of a store that 
does a balanced business, a family type, 
exceed 60 per cent on a stock basis, 
Such stores began to lose sales because 
they lack originality and individuality. 

In-stock departments make poor re- 
tailers out of good retailers—-when fac- 
tory thinks for retailer, There are 
over-buys and over-lapping patterns 
selected by factory without ample 
knowledge of retailers’ individual needs, 

To assume factory stock departments 
will cure shoe production problema is a 
misapprehension, The production prob- 
lem in America—in all industry-——is 
licked, The Shoe Industry can produce 
25 per cent to 85 per cent more pairs 
than we can sell this day. Our greed 
for business has gone beyond buying 
up stores in competition to our own 
customers, it goes beyond giving cut 
prices, concessions of many kinds, 
longer terms and consignments which 
can never work in the long run in atyle 
merchandise, 

[TURN TO PAGE 71, PLEASE] 
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SEBAGO-MOC 


A STEP 


THE 















RIGHT 
DIRECTION 


STEP UP 


FAMILY 
SALES... 


Dad says, “Make mine Patented Welts — the only 
moc made with flexible leather welts and no in- 
sole!” Mom says, “I like the proud way Sebago 
leathers retain their good looks while cradling every 
step!” Sis and junior, too, get miles and miles of 
wear from Maine-made Sebagos with Crown 
Neolite Soles! To please ’em all . . . stock Sebago 
.. » the moc most families like best! 


® Hand-sewn Vamps ® Machine-stitched Styles 
© For Men, Women, Children 


Write for latest catalog: 


SEBAGO-MOC COMPANY 
WESTBROOK, MAINE 


New York Office: 534 Marbridge Building 
Made in Conada by Canada West Shoe Mig. Co., Lid, Winnipeg, Manitoba 
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FOR EXTRA WORKSHOE SALES 
the best known soles 
and heels in the world 







LONG WEARING 
SLIP RESISTANT 


RESISTS: 
* Oil 

* Heat 
* Acids 
© Caustics 


Neo-Cork soles are balanced for safety .. . 
for comfort . . . for longer wear, The Neo-Cork 
Balanced Formula is specially suited for 
work and industrial wear, It resists oil, heat, grease, 
acids and caustics, It is highly slip 
resistant for greater safety, Not too heavy 
. not too light . . . Neo-Cork soles 
are just right for complete comfort. 


14 iron straight—7 through 14 
18-14 iron—7 through 15 


SIZES: 


COLORS: Black and Brown with matching heels 6/8-7/8 





Canadian Plant 


GRO.CORD RUBBER CO, of CANADA LTD. 





cc2 


Tilhonburg, Ontario 
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Hosiery for Extra Sales 


(CONTINUED FROM PAGE 67) 


teen-agers for customers should under 
no circumstances neglect to carry a 
reasonable range of sizes in the heavy 
white ankle socks. They are practically 
a universal item of attire for the sad- 
dle and loafer crowd. And what gir! in 
the above mentioned groups doesn’t 
have several pairs of each type of shoes 
and anywhere from eight to a dozen 
pairs of socks? 

Some retailers either limit their 
hosiery merchandising to men’s and 
children’s socks, or specialize in one of 
them. In either case, they can usually 
be sold from a small compact. self- 
service bar. However, a retailer will 
broaden his horizons if he will recog- 
nize that style plays an important part 
in these categories also. Design of 
men’s socks, for instance, has seen a 
number of changes during the past 
year or so, due to changes in shoes, The 
new continental and low-top line shoes 
focus greater attention on socks and 
increase the area that is visible. There- 
fore, socks have been especially de- 
signed for the low-tops. This means 
they have all-over patterns rather than 
those which come just to the ankle or 
the former shoe lines, Clock designs 
which formerly ended at the ankle have 
been lengthened and stripes now con- 
tinue onto the foot portions. 

This style factor should certainly 
help to stimulate sock sales. The time 
to call attention to it is obviously when 
a customer is sold a pair of low-tops. 

The sale of any hosiery should really 
begin with the shoe fitter, even though 
it is a sales girl at the cashier counter 
who completes the transaction. It has 
become almost accepted practice for 
the salesman to take the customer to 
the cashier at the accessory counter, 
Here the shoes should be wrapped, 
But before they are wrapped the 
woman should be shown a choice of 
suitable stockings or socks, 

The salesman can start the wheels 
turning by telling the customer that 
the store has a complete selection of 
wardrobe hosiery to complement her 
shoe wardrobe. Or he can say merely, 
“We have the correct stockings to go 
with these. Miss Smith of our hosiery 
department will show them to you,” 
One store has the salesmen give the 
customer a printed slip when she sits 
down. This lists the brands carried by 
the store and gives a list of suggestions 
of suitable hosiery for each type of 


shoe. The shoe retailer and his floor 
salesmen should never forget that 
shoes help sell stockings. 

It is also well to remember that 
stockings and socks won't sell unless 
they are properly displayed. This dis- 
play should be both in the store win- 
dows and in the interior. Stockings, 
at least one of every type, are best dis- 
played on leg forms, It will be a defi- 
nite sales help to show the proper 
styles with the appropriate shoes. 

Not only will these displays help 


makes an appropriate gift. When 
boxed it makes an attractive package. 
It can be easily exchanged if the size 
is not right. 

Some stores make it a practice to 
keep a register of women’s preferences 
as to brand, color, gauge and of course 
sizes. Thus husbands, and others, need 
only give the name, and the retailer 
refers to the file. 

Hosiery clubs are not new but they 
are still used by many smaller re- 
tailers to maintain a consistent and 
repeat business for hosiery. For these, 
after a woman has purchased twelve 
pairs of hosiery, she receives the thir- 
teenth pair free. 

Studies show that women buy ho- 
siery about once a month. Generally, 





HOSIERY PROMOTION POSSIBILITIES 


Major Gift Opportunities . . 
Secondary Gift Possibilities 
Special Promotion Opportunity ..... 


Christmas, Mother's Day 
Valentine's Day, Graduation 


August and September for 
Back to School Merchandise 





sell hosiery, but they will enhance the 
shoes. Leg forms, or artistically ar- 
ranged stockings or socks, are cer- 
tainly natural and appropriate set- 
tings and accompaniments for shoes. 
They give variety to what otherwise 
might be hackneyed displays. 

If possible, hosiery should have a 
counter or part of a counter or a de- 
partment to itself. Often this is not 
practical due to lack of space, and 
hosiery shares display and stock space 
with handbags and other accessories. 
Even if this is done, hosiery stock 
should be kept together, should always 
be well arranged, and should be readily 
accessible. Remember, service to the 
customer means having her size when 
she needs it. 

One of the greatest potentials in 
hosiery for the shoe retailer is in 
gifts. Hosiery is a natural and appro- 
priate “extra” for the shoe store and 
a logical gift item. Hosiery is priced 
right for most gift shoppers, especially 
for Christmas, Mother’s Day, Valen- 
tine’s Day, birthdays, Easter and grad- 
uation. Although women might buy 
but one or two pairs as gifts, it is well 
to remember that men are inclined to 
spend more money. They are logical 
customers for boxed hosiery gift sales. 
These can be two pair, three, six, or 
even a dozen pair boxes. One Chicago 
store has built up an extensive gift 
service in boxed hosiery and 90 per 
cent of it is sold to men, 

Hosiery, from the male standpoint, 





PEAK SELLING MONTHS FOR HOSIERY 





|—December 4—April 

2—Novem er 5—-May 

3—October 6—March 
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they purchase two or three pairs at a 
time. The peak month and period of 
course is December and the weeks just 
prior to Christmas. However, the other 
best selling hosiery months are in this 
order——November, October, April, May, 
March and February. Mother’s Day, 
Valentine’s Day and Easter are peak 
one-time periods, With the exception 
of September, the months correspond 
to active selling months in the shoe end 


of the business although not in the 
same degree, 
Promotion and advertising should 


naturally be geared to these peak pe- 
riods. Any extensive advertising dur- 
ing the other months or periods would 
be wasted, The only exception might 
be ankle socks in June for summer va- 
cations. Ankle socks and Bermuda 
socks should certainly be advertised in 
August and in early September to 
catch the back-to-school crowd. 

The extent of his stocks and his 
commitment to the hosiery business 
will guide a retailer in his advertis 
ing. Some retailers who have built up 
substantial hosiery departments run 
separate hosiery advertisements from 
time to time, These are usually tied to 
a special gift event such as Mother's 
Day or Christmas. However, these 
same stores sometimes combine sizable 
hosiery and shoe advertisements, They 
usually carry some mention of hosiery 
in each shoe advertisement, 

The retailer who wants to build his 
hosiery business should certainly pro- 
mote it all he can. It costs little or 
nothing more to mention hosiery in a 
regular shoe advertisement. This can 
refer to a specific brand or specific 
type. Even the statement, “We have 
the right stockings for the right shoes,” 
ia valuable. Or, “We can fit you in a 
hosiery wardrobe to complement your 
shoe wardrobe,” 
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SINGIN’ IN TH RAIN 
... WITH TINGLEY! 


With the expanded line of Tingley Children's and 
Youngsters’ Rubbers and Boots you fit all shoe 
styles and sizes from 6!/, to 4. . . in only SEVEN 
BASIC SIZES of each. Think of itl Only 14 sizes 
of Tingleys will fit better those shoes that would 
require 38 sizes in lined rubbers. 


NOTE THIS CHART .. . it's your guide to better service 
to your customers with only 34 stock items against 130 


items in old-style 


Style 
Child's Rubber 


Youngster's Rubber 12'/2- 4 


Boy's Rubber 


Child's Closure Boot 5 -13 


Youngster's Boot 
Hi-Top Work 
Storm Rubber 
Sandal 

Clog 

Ladies’ Foothold 


TOTAL 


rubbers. 


Store Store 

Selling Sellin 
To Cover Tingley Line 
Shoe Sizes Rubbers Rubbers 


6'/2-12'/2 13 


a 


Ga0F 


12-5 
6 -13 
6'/2-13 
6'/2-13 
6 -13 
4-9 


naa baw a nw w 


34 





*To get sotistact 
ore required. 


y dium and wide lasts and half sizes 





Tingley Rubbers vs. Lined Rubbers 
© Small investment gives bal- © Large stock, big investment 


anced inventory 


© Quickly out of popular sizes 


© No loss of sales when when such charts 


weather breaks 


© Stock control is easy 


© 130 items in stock 


© Quick fill-ins from distribu- © It's a long haul from factory 


tors’ stock 





warehouse 


in September Parents’ Magazine, the mothers 
of more than 3,000,000 kindergarten and 
school age children are being told about 
Tingleys. Be prepared to get your share of 
the new business this will bring. 


There's a Tingley distributor near you. He can supply you 


NOW ... and 


give you good service on fill-ins later. 


Tingley Rubber Corporation, Est. 1896 
903 Ross Street, Rahway, New Jersey 


Send me name of nearest distributor and brand new Tingley 


catalogue folder. 


NAME 


ADDRESS 


CITY... 


BOMB 00s DAR nan 
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of moisture tests 
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shoe trees 


sealed wood finish unsealed wood finish 
won’t absorb moisture absorbs moisture 
after 60 minutes in 15 minutes 








HAVE AN UNSEALED FINISH 
ABSORB MOISTURE FROM 
SHOE’S INNER SURFACES 


ROCHESTER SHOE TREE COMPANY 
60 CUMBERLAND ST., ROCHESTER, N. Y. 
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Debate in Print: 
Jim Legg 
(CONTINUED FROM PAGE 67) 


The industry is now preaching this 
stock department doctrine so strongly 
that unthinking retailers are curtail- 
ing their sales to the limits of stock 
shoes. Granted this will always provide 
them a living wage, but it will pro- 
hibit their growth beyond a modest 
operation. 

Is it the “makeup” shoe manufac- 
turer that needs stores of his own to 
distribute his shoes, or is it the factory 
with many stock departments? 





Washington 


Newsreel 
(CONTINUED FROM PAGE 30) 


to give everybody a $20 rebate this 
year, Treasury Secretary Humphrey 
convinced Congress to leave the rates 
as is during the current business boom. 
Postpone cuts for a rainy day, he 
advised. The rate on _ incorporated 
business (now 52 per cent) had been 
scheduled to drop to 47 per cent this 
year. As long as business is good, 
Congress will keep the rate at 52 per 
cent, reasoning that this year’s profits 
don’t justify lower taxes at this time. 
Excise rates, too, will stay where they 
are for another year. 


Inside Shoe 
Business 





(CONTINUED FROM PAGE 49) 


of expected to buy an extra pair. So 
when the salesman made the extra- 
pair pitch, the customer was nicely pre- 
groomed for it. 

One evening most of the merchants 
were gathered at the local shoe club 
meeting. Joe Dingle, of course, was 
the center of conversation. Then Joe 
himself walked in, sat down. There was 
a moment of awed hush, then one im- 
patient chap blurted, “Joe, now let's 
have the real truth. How are you 
selling almost everyone an extra pair?” 

Joe’s cigar tilted a little, an inno- 
cently surprised look on his chubby 
face. ‘Honest, boys, it’s no secret at 
all. It’s just like I’ve been telling you. 
Everyone has four feet, two pairs. It 
ain’t right to fit one pair and leave the 
other pair naked, 

“What's more, when you say ‘extra’ 
pairs that’s real wrong,” Joe said. 
“Four-footed people need two pairs, 
not one. The second pair isn’t extra. 
It’s a natural need and want. That is, 
if you believe it is. And fellas, I’ve 
learned that belief is contagious. You 
believe something strong enough, the 
chances are your customer will, too,” 

There was a lull. You could feel 
the inside thinking. Sure, maybe Joe 
was crazy. But who could argue with 
success—even when it was crazy? 

Joe got up, started for the hotel bar, 
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halted and turned to the group. “There’s 
two ways to grow a crop, fellas. One 
way is to let nature take its own 
course. The other is to supply the soil 
with some of your own special fer- 
tilizer. Well, that’s what I did. All I 
know is that my corn’s been growing 
mighty tall.” 





Holders Approve All Seven 
Shoe Corporation Proposals 


CoLumBus, O.—Shoe Corporation of 
America shareholders approved all 
seven proposals submitted to them by 
the board of directors. 


They included a change in no-par 
value common shares to $3 par value, 
issuance of four shares of the new 
common shares for each three of the 
old Class A common shares, and elim- 
ination of the fractional common shares 
when shares are called for exchange. 

Shareholders also approved a re- 
stricted stock option plan for certain 
key officers and employes, and author- 
ized an increase in preferred stock to 
450,000 shares, up from 250,000. 

Directors voted a quarterly dividend 
of 33% cents a share on issued and 
outstanding class A common shares, 
payable September 15 to holders of 
record August 31. 


is America’s leading footwear value! 


MOXEES 


America's Leading Footwear Value 





Picking presidents is one thing, picking profitable 
shoes an entirely different matter — here 
there's no contest — never has been, 

never will be. Moxees has always been the 
people's choice because Moxees means 

more for the money. 

Manufactured by the 


Belgrade Shoe Company, Auburn, Maine 


In Canada: Blu. water Shoe Company, Hollond Landing, Ontario 
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Foot Ills, 
Their Cause and Cure 


(CONTINUED FROM PAGE 45) 


foot by the manufacturer. In this 
group, however, are several who indi- 
cated strongly their belief that such 
studies should be undertaken by last 
and pattern manufacturers. 

Question 7 (Retailers): Do you be- 
lieve that when most doctors “pre- 
scribe” shoes for their patients, they 
do so with full knowledge of what they 
are doing? 

Seventy-two per cent of the retail 
panel voted an emphatic “no” al- 
though many, in fact a majority, made 


a sharp distinction between orthopedic 
specialists and general practitioners 
on the one hand, and chiropodists or 
podiatrists on the other. Criticism of 
the former was mild, generally taking 
the line that M.D.’s usually know what 
type of shoe should be worn by the 
patient but lack a working, practiced 
knowledge of correct fitting. 

Question 8 (Manufacturers): Do 
you fee] that most doctors take an un- 
fair view of shoes and shoemen from 
a foot health standpoint? 

Forty-seven of the manufacturers 
voted “yes” on this question, although 
several made the same distinction as 
that made by the retail panel in an- 
swering Question 7. 





” ; 
OUND. 
WITH FAMOUS 


Your opportunity for « sound, profitable business! 
Offer your customers superior fit, unequaled comfort! 
No markdowns, but you will have 
more satisfied, repeat customers than 


you ever thought possible 


WEALTH LAST 
3757—The ESTEEM Tie 
12/8 Suede Covered Heel 


All over black suede. 
Puff stitched vamp. 





Six-eyelet tie. 


Long inside SIZES IN STOCK 


counter, AAAA 6'/; to Ih 
AAA 5'/; to II 

AAS 

AS 

B4 

C4 

D4 

E4 

EE 4'/, 








Question 8 (Retailers): Do you, in 
your sales promotion work, solicit 
business through foot specialists in 
your community? 

Forty-nine per cent, “yes”; 51 per 
cent, “no.” 

(a) If yes, do you consider that this 
form of cooperation has been helpful? 

Seventy-eight per sent of those using 
this sales promotion idea are content 
with it, think it good. Twenty-two per 
cent are disappointed. 

Question 9 (Manufacturers and Re- 
tailers): Do you believe that the shoe 
industry (shoe manufacturers and re- 
tailers) should form a joint committee 
with the foot doctors (such as the Na- 
tional Association of Chiropodists) to 
work together to reduce the percentage 
of foot ills—and at the same time 
create a better understanding between 
shoemen and doctors? 

Sixty-nine per cent of the manufac- 
turers and 87 per cent of the retailers 
consider this a good idea. 

Question 10 (Manufacturers and Re- 
tailers): Do you believe that the shoe 
industry should try to promote some 
kind of educational program to the 
public regarding shoes and their rela- 
tion to foot health? 


Answers show that education of the 
public is favored by 68 per cent of the 
manufacturers and by even a higher 
percentage—-87 per cent—of the re- 
tailers. “The sooner, the better” is a 
typical comment, 


Question 11 (Manufacturers and Re- 
tailers): In your opinion, what is the 
one most effective step that could or 
should be taken to reduce the high 
percentage of foot ills? 

Manufacturers’ comments ranged all 
the way from “better lasts and pat- 
terns,” through “fewer extreme styles” 
to state legislation requiring retail 
shoe salesmen to pass an examination 
and be licensed to practice their pro- 
fession, 

Several retailers went along with 
this latter, some of them seeming to 
believe it should be incorporated into 
Federal, rather than state, laws. The 
introduction of foot health education 
into the public school system was 
another favorite, as were study courses 
for parents so that fewer children 
would suffer from outgrown shoes, the 
elimination of “high styles which do 
not fit,” and a general upgrading in 
the quality of all shoes. 

“Better stores,” commented one re- 
tailer, “consider themselves the guar- 
dians of foot health.” 





New ’Frisco Lane Bryant 
Has Two Shoe Departments 


San FRAncisco—The nationally- 
known Lane Bryant ehain of stores 
opened its first San Francisco store 
August 138, at 565 Geary Street. The 
store, which specializes in clothing for 
large and hard-to-fit women, will also 
have two shoe departments featuring 
Lane Bryant’s Adapto shoes. 
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Shoe Fair Contest to Educate Retailers 


Stores of All Sizes and Types Will Reveal Details of Successful 
Merchandising Practices—Entrants to Prepare Portfolios 


Cuicaco — Retailers attending the 
National Shoe Fair will be able to 
learn the story behind some of the 
country’s most successful shoe stores. 
They will see actual samples of their 
effective advertising, copies of radio 
commercials, pictures of attractive 
windows, and outlines of pulling pro- 
motions. These will be included among 
entries in the Retailer Achievement 
Contest conducted by the National Shoe 
Fair and jointly sponsored by the Na- 
tional Shoe Retailers Association and 
the National Shoe Manufacturers As- 
sociation. 

Entries already received at Shoe Fair 
headquarters come from towns under 
7000 in population and from the larg- 
est cities. They include family shoe 
stores, women’s fashion salons, and ex- 
clusive men’s and children’s shoe stores. 
They give exact and careful details of 
successful promotions, tell how adver- 
tising was planned, give pertinent in- 
formation on employe training pro- 
grams. 

Each entrant store either has or will 
prepare a portfolio presentation, The 
visual record will include all forms of 
advertising including tear sheets of 
advertising, radio scripts, employe 
training manuals, pictures, and other 
materials, 

The contest has been planned to en- 
courage individual retailers to expand 
the scope of their merchandising opera- 
tions. Since the contest has four divi- 
sions ranging from cities under 50,000 
up to those of over 500,000, there will 
be material of value to all retailers. 

Retailers who enter the contest have 
also been asked to recount their sales 
achievements both in dollar sales in 
relation to population as well as dollar 
sales as against the preceding year. 
Consideration is also being given to 
accounts of participation in community 
and civie activities, 

A sample survey of the many entries 
indicates the practical value of the 
exhibit material. Karl Sternberg, 
owner of The Fair Store in Belen, New 
Mexico, tells of his unusual method of 
operating a small store in a town of 
less than 6,500. His story is one of 
using limited resources in an efficient 
manner and includes accounts of con- 
certs given by the Belen school orches- 
tra in his store, live broadcasts in 
Spanish, as well as copies of a weekly 
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“folksy” column he writes for local 
papers. 

A circus theme makes a colorful 
presentation for Lazarus of Tulsa, Ok- 
lahoma. Fashion is emphasized in ad- 
vertising and there are pictures and 
other material about fashion shows 
given at least once a week in coopera- 
tion with leading Tulsan specialty 
shops and using as models representa- 
tives from leading civic and society 
groups. As one of the four winners in 
the shoe store division of the Brand 
Names Foundation Inc., great stress is 
placed on the store’s brand advertising. 

Unique promotions and displays that 
have helped boost the volume of men’s 
business 28 per cent are part of the 
portfolio of Schumacher’s Boot Shop in 
Milwaukee. These include pictures of 
golf shoe and curling club shoe win- 
dows, putting practice equipment tie- 
ins, and Father’s Day displays. Early 
booklets on men’s shoes add an historic 
and human interest touch. 

The use of radio in presenting spe- 
cial children’s programs as well as 
many other in-store ideas are high- 
lighted in the presentation of Shapiro's 
Children’s Shoes of Philadelphia. I. 
Miller Co., of Winston Salem, S. C., 
stressing the style theme, includes ef- 
fective direct mailing pieces, as well 
as accounts of successful TV programs. 
Accounts of informal fashion showings 
during “coffee breaks,” gifts of baby 
shoes to new arrivals, as well as other 
special promotions are part of the story 
told by Farr’s with stores throughout 
Pennsylvania. 

The salesmen’s training program, 
educational and institutional advertis- 
ing, and hints on how to stress fit are 
covered in the story of Dyer’s Shoe 
Store, of Madison, Wis. 

The contest covers the period from 
January 1, 1956 to July 1, 1956. There 
are four classifications which cover the 
entire country. There is no geographi- 
cal breakdown by regions. 

There are six awards for cities up to 
50,000 population, five for cities from 
50,000 to 100,000, four for those from 
100,000 to 500,000, and three for cities 
of 500,000 and up. 

The Retailer Achievement awards, 
specifically designed for window dis- 
play, will be presented at a special 
event during the Shoe Fair. 
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New Charge Plan Increases 
Sales for Small Shoe Stores 


PHILADELPHIA — Twenty - five retail 
shoe stores in the Greater Philadelphia 
area, among other business establish- 
ments, are attributing substantial sales 
increases to the Upper Darby National 
Bank’s Charge-Rite system, the only 
bank-merchant charge plan in opera- 
tion here and in the surrounding su- 
burban area. 

The bank employs Charles Butler to 
handle the system on a full-time basis. 

Mr. Butler said the system had been 
instrumental in increasing volume sales 
in small shoe stores mainly because the 
charge permits purchase in greater 
quantity. 

According to Lillian Edelman, man- 
ager of Richards Shoes in the Upper 
Darby suburban area, “The greatest 
advantage is that after we make a sale 
we don’t have to worry about the cost 
of investigation or billing or any cost 
that goes into a charge account. The 
bank issues credit cards; we give the 
customer his shoes and that’s all there 
is to it.” 

Following a sale, the shoe merchant, 
who has an account in the Upper Darby 
bank, submits the bill to the bank 
which enters a check in the retailer’s 
account less five per cent on a 30-day 
charge and six per cent on a 60- to 
90-day charge. The bank’s Charge- 
Rite department handles all phases of 
the plan, including billing, dunning, 
and investigations of applications for 
new credit cards. 

Ray Lentz, manager of Ansonia 
Shoes, also in the Upper Darby area, 
remarked that it is a virtue of the plan 
that whether or not a customer has 
completed paying his bills, he still feels 
free to purchase more shoes. 

The Charge-Rite Plan has been in 
operation since May 25, 1953. 





New Quarters and Shoe Line 
At Hubbard’s Store Chain 


ALBUQUERQUB, N. Mgx.—A new shoe 
salon and a new line in remodeled quar- 
ters are the latest footwear changes at 
Hubbard’s, largest New Mexico inde- 
pendent department store chain. 

The complete shoe department added 
to the firm’s Los Alamos store was 
officially opened August 5. Floyd Green- 
wald has been named manager. 

At Hubbard’s newly-redecorated Al- 
buquerque Hiland district store a men's 
footwear line has been taken on where 
formerly only women’s and children’s 
shoes were handled. Salon motif is in 
yellow wallboard, Mrs. Earl Schwers 
and her son, Russell, manage it. 

Earl Schwers leases the shoe con- 
cession at all six Hubbard stores. 
Others are located at Santa Fe, Clovis 
and Roswell. 

Hubbard’s was originally known as 
Hinkel’s; more recently as Hubbard- 
Hinkel’s. 
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Aim Shoe Department at Suburban Shopper 





The women's shoe department of Carson Pirie Scott & Company's newest sub- 
urban location features the wide-open, uncluttered look with emphasis on casual 
living. The store is in Wilmette on Chicago's North Shore. 


Cuicaco—The women’s shoe depart- 
ment in the newest Carson Pirie Scott 
& Company’s suburban store is planned 
to serve the suburban shopper. This 
department is in the Eden’s Plaza 
store in suburban Wilmette on Chi- 
cago’s North Shore. The department is 
located just inside one of the main 
entrances. A full range of sizes and 
styles in Carson’s leading brand names 
is carried. 

In keeping with the casual theme of 


suburban living there is much empha- 
sis on casual shoes in displays. At the 
time of opening children’s shoes were 
a part of the women’s department. 
However, due to the volume of busi- 
ness in both divisions, children’s shoes 
had to be moved to a department of its 
own, so that the entire area could be 


given over to women’s shoes, Chester 
Dorn is manager of the Wilmette 
department. 





H. P. Wasson & Company 
Opens Casual Shoe Shop 


INDIANAPOLIS, IND.—H. P. Wasson & 
Company has opened a new “Patio Shoe 
Department” on the street floor, utiliz- 
ing space along the wall between the 
Washington and Meridian Streets’ main 
entrances. 

The new shop will stock casual shoes 
primarily. Sandler of Boston for teen- 
agers, formerly carried on the chil- 
dren’s floor, and Joyce of California, a 
new brand which Wasson’s is intro- 
ducing, will be stocked in more than 80 
different styles and colors, and the 
highest heel to be carried even in the 
very dressy pumps, will be of medium 
height. 

The decor of the shop reminds the 
shopper of outdoor living. Brick walls 
with shuttered windows represent the 
outside of a house. The colors of thc 
patio awning are picked up in the 
patio-type chairs. 

Jim Leonard of South Bend will man- 
age the department with a staff of spe- 
cial fitters experienced in the fitting of 
casual type shoes. 

The opening of the shop is tied in 
with the removal of the children’s shoes 
to the women’s shoe department, on the 
third floor, where it was felt the traffic 
would increase business for both. 
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Philadelphia Quartermaster 
Makes Army Shoe Awards 


PHILADELPHIA — The Philadelphia 
Quartermaster Depot announced the 
following awards for shoes and boots 
on procurement for the U. S. Army. 

To Endicott-Johnson Corporation, 
Endicott, N. Y., 18,488 pairs of high 
top safety blucher shoes with composi- 
tion rubber soles resistant to oil and 
mildew, having a value of $98,125.20. 

To Kirkendall Boots, Inc., Omaha, 
Neb., 2,220 pairs of combat boots with 
rubber cleated soles and heels, having 
a value of $30,858. 

To five firms covering mildew-resis- 
tant black combat boots with capped 
toes and rubber soles and heels, as 
follows: 

Doyle Shoe Company, Brockton, 
Mass., 25,000 pairs with a value of 
$169,750; John Addison . Footwear, 
Marlboro, Mass., 75,000 with a value 
of $545,234.10; Sportwelt Shoe Com- 
pany, Nashua, N. H., 60,000 pairs with 
a value of $433,800; R. P. Hazzard 
Company, 28,304 pairs with a value of 
$206,619.20, and International Shoe 
Company, St. Louis, Mo., 111,696 pairs 
with a value of $817,689.36. 

To three firms covering men’s calf 
black dress shoes, as follows: 

J. F. McElwain Company, Nashua, 








Dates to Remember 


Shoe Show, Michigan Shoe Travelers 
Club, Statler Hotel, Detroit ... Sept. 
Advance Spring Shoe Market Week, 
New England Shoe and Leather Asso- 
ciation, Hotels Statler and Touraine, 
Boston Sept. 30-Oct. 4 
Canadian Shoe and Leather Fair, Shoe 
and Leather Council of Canada, Sher- 
aton Mount Royal Hotel, Montreal 


9-11 


Oct. 7-10 
Annual Meeting, Tanners' Council of 
America, Edgewater Beach Hotel, 
a a ae Oct. 25-26 
Annual Fall Meeting, Independent Shoe- 
men, Sheraton-Blackstone Hotel, Chi- 
cago Re Ae op Mi caterer! 6 
National Shoe Fair, National Shoe 


Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Conrad Hilton, Morri- 
son and Congress Hotels, Chicago 
Oct. 28-Nov. | 
Shoe Fair, Northwest Shoe Travelers, 
Hotel Saint Paul, St. Paul, Minn.. .Nov. 3-6 
Spring Shoe Show, Tri-State Shoe Trav- 
elers, Hotel Statler, Buffalo ....Nov. 
Denver Shoe Show, Mountain States 
Shoe Travelers Association, Albany 
Hotel, Denver, Colo. ............Nov. 
Spring Shoe Fair, Pacific Northwest 
Shoe Travelers, New Washington and 
Olympic Hotels, Seattle Nov. 
Shoe Show, Southeastern Shoe Travelers, 
Inc., Henry Grady, Dinkler Plaza, 
Peachtree and Piedmont Hotels, 
Atlanta .. : ; es .. Nov. 
Spring Shoe Show, lowa Shoe Travelers 
Association, Fort Des Moines Hotel, 
Des Moines, lao. ..............Nov. I1-12 
Spring Shoe Show, Indiana Shoe Trav- 
elers Association, Claypool Hotel, 
Indianapolis .................Nov. 11-13 
Spring Shoe Show, Southwestern Shoe 
Travelers Association, Adolphus, 
Boker, Statler, Hilton and Southland 
Hotels, Dallas, Tex. is Nov. 11-14 
Shoe Show, West Coast Shoe Travelers 
Associates, Alexandria and Biltmore 
Hotels and Haas Building, Los An- 
geles sakwaraees Nov. [1-14 
Shoe Show, Pennsylvania Shoe Travelers 
Association, Hotel Penn - Sheraton, 
Pittsburgh ...................Nov. 18-20 
Heart of America Shoe Show, Central 
States Shoe Travelers, Muehlenbach 
and Phillips Hotels, Kansas City, Mo. 
Nov. 18-20 
Popular Price Shoe Show of America, 
Hotels New Yorker and Sheraton- 
McAlpin, New York City . Nov. 25-29 
Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicago 


4-5 


4-6 


4-6 


4.7 


Dec. 2-5 
Mid-Atlantic Shoe Show, Benjamin 
Franklin Hotel, Philadelphia Jan. 12-16 


Shoe Show, Empire State Footwear As- 

sociation, Hotel Onondaga, Syracuse, 
a Sa ee ae ... Jan. 20-22 

St. Louis Shoe Show, St. Louis Shoe 

Manufacturers Association, Lennox, 

Statler, Sheraton-Jefferson, Coronado 

and Park Plaza Hotels, St. Louis 
April 27-30 





N. H., 94,440 pairs with a value of 
$559,093.20; Sportwelt Shoe Company. 
Nashua, N. H., 60,000 pairs having a 
value of $339,000, and to Endicott- 
Johnson Corporation, 115,200 pairs 
having a value of $658,555.20. 
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Gag Shoes Used 


In Fashion Shows 


Sr. Louts—Three styles of humorous 
women’s shoes have been successfully 
used in current summer fashion shows 
by Wohl Shoe Company and Kline’s, 
Ine., downtown shoe salon. Included in 
the shows as a gag and not to be con- 
sidered seriously, the shoes fill a defi- 
nite need by adding a light-hearted 
touch to presentations. 











Gag shoe modes used for comedy relief 
at St. Louis fashion shows directed by 
Wohl Shoe Company and Kline's, Inc., 





may flash on or off at her whim, thanks 
to a wire up the back of her leg and 


down to the palm of her hand. This 
pair bears the title “The Blinking 
Flower.” 
Levine Named Manager 
At Leed’s San Francisco 

San FRanscisco— Morris Levine, 


formerly manager of Leed’s Shoe Store 
in Vallejo, Calif., has been appointed 
manager of the company’s store at 65 
Stockton Street, this city, succeeding 


are shown on this page. Above is "The Claire E. Gibson who has been trans- 


Butterfly,” with the winged beauties ferred to the post of manager of a new 
fixed on wires high above the vamp. store in Pittsburgh, Pa. 


faite 


(ON HIS reet, THAT 1S) 








This number, with the grotesque pink 

lips and prominent teeth and a T-strap 

nose, is called "The Shoe That Made a 
Spectacle of Itself.” 


Designed by Norman Abrams of the 
advertising department of Wohl Shoe 
Company and made up by Otto Lasche, 
display director for Kline’s, Ine., the 
shoes aim only to amuse the civic or- 
ganizations, church groups and wo- 
men’s clubs under whose auspices the 
shoe fashion shows are given, 
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Keep him wearing Mrs. Day's LE ad 
BABY SHOES 





“The Blinking Flower" sports a mass of 

daisies and green leaves over the instep. 

The model can activate tiny red flash- 

light bulbs, hidden among the flowers, by 
a wired control in her hand. 


One pair, dubbed “The Butterfly,” 
takes its theme from the modern trend 
for mobiles. Colorful winged creatures 
are perched on wires high over the 
vamp so that they flutter as the wearer 
walks. 

Another pair sports grotesque pink 
lips and prominent teeth over the 
vamp, a T-strap nose, and ankle straps 
of sun glasses with eyeballs painted on 
for added expressiveness. This model 
is amusingly referred to as “The Shoe 
That Made a Spectacle of Itself.” 

The third pair of pumps features 
white daisies and green leaves massed 
in profusion over the instep. Hidden 
in the centers of the flowers are tiny 
red flashlight bulbs which the wearer 


Made in the four basic groups... CRIB + SOFT SOLE 
* INTERMEDIATE + and FLEXIBLE HARD SOLE 
WALKING SHOES * Each type scientifically designed 
and doctor approved. Their 54 year old background of 
exclusive baby shoemaking have made them the brand 
mothers can TRUST. You will help baby get a good start 
on his lifetime of foot happiness and you'll be dollars 
ahead in volume baby shoe sales if you carry complete 
stocks of IDEALS in all sizes, types and color ranges, 
Keen buyers keep full stocks of IDEALS . . . the prestige 


line that builds volume. 


MRS. DAY'S Mook BABY SHOE CO., INC. 


DANVERS, MASSACHUSETTS 


1070 MERCHANDISE MART 
CHICAGO 54 TLLINOTS 





Style No, 167 

White Wash Kid Soft 
Sole Oxford with Brown 
Quarter. Narrow, Me- 
dium, Wide. 

Sines 0-3 









Style No. 380 

White Elk Laced Boot. 
Narrow, medium, wide 
widths ~sizes 1 to 5. 


71 WEST 35TH STREET 
NEW YORK I, NY 


679 MERCHANDISE MART 
DALLAS, TEXAS 
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Six Hill Outlets in St. Louis 


Sr. Louts—Hill Brothers, a chain of 
self-service shoe stores, now has a total 
of six outlets in the St. Louis area. In 
addition to the original two opened be- 
fore Easter in South St. Louis and in 
suburban Kirkwood, four others have 
been added, one in Affton in the south- 
west county, and one each in Pine 
Lawn, Ferguson and University City in 
the northwest section of the county. All 
of these air-conditioned self - service 
stores cater to family shopping. 





Shoe Retailers Organize 


TALLAHASSEE, FLA.—Shoe dealers in 


BACK TO SCHOOL IN 





‘ 


PREIMAS 


® Available in drawstring 


BGs 
Babe. 


Tallahassee have organized the Talla- 
hassee Retail Shoe Dealers Association 
and have elected Roy Strickland, man- 
ager of Strickland’s Shoe Store, as 
president. 

Purpose of the association is to give 
local shoppers more and better shoes 
through a coordinated effort of all 
stores dealing in footwear. Member- 
ship is open to all retail shoe dealers. 

Present membership includes How- 
ard’s Shoe Store, Miller’s Bootery, The 
French Shop, Vanity Boot Shop, Lin- 
den’s, Turner’s, Brown’s Men’s Wear, 


Willson’s, Alford Brothers, Fleet’s, 
Mendelson’s and Strickland’s Shoe 
Store. 
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PLEATED - 


exclusive ELASTI-FLEX completely 
elasticized 


® Mellow FULL GRAIN uppers, lined 
or unlined — real gloves for the feet 
for ease in pointing 


© Flexible chrome leather sole, 
CEMENTED AND LOCKSTITCHED for 


© Best sellers for STREET WEAR too 
© America's greatest value to retail 


TOE 
BALLET long wear 
at $2.98 
HANDMADE 
HAND-LASTED 








TOPS IN TAPS 
Write for catalog TODAY! 
% 
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PRIMA 


Theatrical Footwear, Inc. | 
547 Wager Street, Columbus 6, Ohio 


World's Longest manufacturer and distributor of dance footwear | 


The industry's standard 
of quality — yet at the 
LOWEST prices! 











National Shoes Opening Four 
Units in Jersey, New York 


New YorkK—National Shoes, Inc., is 
opening four new retail stores in New 
York and New Jersey, it was announced 
by Fred Siegel, vice-president. The 
openings will bring the total for the 
shoe chain to 126. The new outlets will 
be at the Great South Bay Shopping 
Center, Babylon, L. I.; Sayre Woods 
Shopping Center, Route 9 at Ernston 
Road, Sayreville, N. J.; 413 State 
Street, Schenectady, N. Y.; and Avenue 
J and Fourteenth Street, Brooklyn. 

Openings will be heralded with two- 
day celebrations at each of the stores, 
during which women customers will re- 
ceive gifts of handbags and nylon 
stretch hosiery while roller skates will 
be given to children and pen and pencil 
sets to men. 

The new units will incorporate inno- 
vations in store design to enhance store 
efficiency and service, according to Mr. 
Siegel. “To attain a maximum degree 
of self-selection for customers, every 
style we carry will be shown either in 
the windows or in up-front display 
cases,” he said. “In addition, shopping 
areas will be segregated into women’s, 
children’s, and men’s shoe departments, 
and three of the stores (at Babylon, 
Schenectady and Brooklyn) will use a 
new three-window construction that 
allows increased display of merchandise 
without clutter.” 

All four stores will be decorated in 
the pastel colors—yellow, turquoise and 
coral—used as a National Shoes store 
standard. New signs, designed specifi- 
cally for the new units, will incorporate 
the National Shoes’ slogan, “National 
Shoes Ring the Bell,” into the sign it- 
self. Air conditioning and fluorescent 
lighting further enhance the comfort 
and appearance of the stores. 

Managing the new stores will be 
Frank Pallas (Babylon), Andrew 
Galaida (Sayreville), Alfred Feinglass 
(Schenectady) and Charles Philip 
(Brooklyn). All have been with Na- 
tional for a number of years. They 
have established residence in the areas 
in which their respective stores will be 
located. 


New Thom MecAn Units 


New York—Thom McAn opened new 
shoe stores for men, women and chil- 
dren August 16, in the Sandusky Plaza 
Shopping Center, Sandusky, O., and 
in Britton Plaza Shopping Center, 
Tampa, Fla. 

Alvin MelIlhiney has been named 
manager of the Sandusky Plaza store, 
according to Ernest Vaughan, district 
director for the company in that area. 
Mr. Mellifiney has been assistant man- 
ager of a Thom McAnn store in Lorain, 
Ohio. 


Tony Longo will be manager of the 
Britton Plaza store, according to Thom 
McAn district director Elwood Rettig. 
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Letters 
to the 
Recorder 


Oklahoma Retailer Chides 
Industry on Early Clearances 
Editor, BOOT AND SHOE RECORDER: 

I want to compliment you on that 
editorial in the August 1 issue of the 
RECORDER, dealing with this deadly dis- 
ease in the shoe industry — “Early 
Clearances.” 

Calamity overtakes some people, but 
shoe men cultivate it, and, if we can 
have enough leadership of thought such 
as you have expressed, maybe we will 
learn to operate sensibly and success- 
fully, at least by the time they are 
ready to lower the casket. 

This has been a tender spot with me 
for many years. Back in 1939 I wrote 
you on this point, which you uncovered 
and republished just a year ago, in the 
August 1, 1955, issue of the Recorper. 
But, as you point out, we TALK and 
don’t DO. I sincerely hope the start 
made by the Illinois shoe retailers takes 
root. 

I would feel amiss if I did not ex- 
press my appreciation for your leader- 
ship on this point. 

D. V. Swina, 
Swing’s Footwear—Hosiery, 
Bartlesville, Okla. 





Thin-Heel Sales Are Losing 
Him Patrons, Retailer Says 


Editor, BOOT AND SHOE RECORDER: 


I am writing this letter in the hope 
you wil! publicize the faults I find with 
“thin heels” as I feel that something 
should be done along the line some- 
where. 

I’m sure shoe men are concerned 
about pencil-thin heels these days. I 
realize the importance of style, espe- 
cially in trimness of heels, silhouette, 
ete., but I don’t think stylists are fac- 
ing realistically this trend in pencil-thin 
heels, which, in my opinion, has done a 
great deal of harm to the shoe business 
and has destroyed some of the confi- 
dence of the shoe-buying public in high 
heels generally. 

I have no reference to any particular 
line of brand of footwear; just high 
style shoes from whatever source. Shoe 
repair men in many instances abso- 
lutely refuse any longer to attempt to 
re-tap these thin heels with new lifts 
because so many of them split in the 
process. 

In many cases a woman gets about 
two weeks of wear out of the average 
shoe before it needs new lifts. She is 
often advised by the repair man to re- 
turn the shoes to the store, which she 
most assuredly does. If they are re- 
paired successfully the first time, it is 
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only a matter of two or three weeks 
until they need new lifts again. Very 
rarely can these heels be re-tapped a 
second time. 

In order to maintain the good will of 
our customers—usually very disgrun- 
tled ones—we have in most instances 
issued credits or partial allowances to 
be applied toward the purchase of an- 
other pair of shoes. In most instances 
we try to make the adjustments our- 
selves as most customers are not willing 
to wait the usual two to three weeks 
necessary to send the shoes back to the 
factory. They are very reluctant to pay 
the factory charge for new heels, and 
most factories do charge. 
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offers quality men’s shoes 
















To cite one instance, perhaps a bit 
unusual, but it did happen: 

One Thursday evening recently we 
had seven customers walk into our 
store with shoes that had split heels. 
Some were calm and cooperative, but 
others were highly excited and in a 
belligerent mood. You can imagine how 
disconcerting an experience of this sort 
can be. We who sell these shoes lose 
confidence in the article we have to sell. 
We just hope we have not lost a cus- 


tomer when we make a sale on thin- 
heel shoes. What are we to do? 
M. MACKTA, 
French Bootery, 
Bridgeport, Conn. 








priced where 
volume is largest 





























































CHET 


HEEL-TO-TOE 
CUSHION, SIDE 
ARCH, METATAR- 
SAL PAD, unparal- 
leled comfort, 
NEOPRENE OIJL-RESIST- 
ANT SOLE, steel shank, 
Pacifate twill lining, right and 
left quarters, An outstanding 
shoe for garagemen, filling 
station operators and factory 
workers. All the finesse of 

a dress oxford, with all 

the ruggedness of a work 

shoe! IN-STOCK to retail 
$9.95 to $10.95, 
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Shaw continues to give you the “sales magic” 
of quality men’s shoes, priced in the range 


M.T. SHAW, Ine., « Coldwater, Michigan 

































where you do the most volume! Shaw’s 
ste adily rising sales prove this oom 
really PAYS OFF WITH PROFITS 
for our retailers. Another advan- 
tage is Shaw's unique Trade 
Builder way of supplying you 

with OVERNIGHT service 
from over 50 Shaw distrib- 
utors located in every sec- 
tion of the country, Your 
inventories are low—your 
profits high! Shaw shoes 
are pre-sold for you, 
with regular national 
advertising in lead- 
ing, large-circulation 
men’s magazines. 
With Shaw you get 
a profit-packed 
package that insures 
your success—now’s 
the time to start! 
“4 


WRITE TODAY 
for the name of your 
nearest Shaw Trade 
Builder distributor, and 
our new IN-STOCK 
catalog showing our 
complete line of men's — 
casual, dress, work 
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About Shoe People 








Ben Amparan has been appointed 
manager of Karl’s Shoe Store in Mesa, 
Ariz., Harry Karl, president of the firm, 
made the announcement from his head- 
quarters in Los Angeles in conjunc- 
tion with a special sale he conducted 
from all outlets of the company. 
* 7 * 

A new family shoe store has been 
opened in the Warrendale Community 
Center on Detroit’s growing West Side 















Winetone ton overloy dress moccasin 
Biucher, mohogony leother welting, white 

fairstitch on welt, full groin leather insole, leather 
quorter lining. Pacifote twill lining, 
sole, rubber heel, combination lost. 


STOCK B, 4-7; C, 3'%-7; D, 3-7. 


check these 
unique 

_ features for 

_ longer wear 


jose wipe VARIETY OF 
' LONG-LIVED OUT SOLES 
Write today for 
FREE 
IN-STOCK catalog! 





QUALITY 


boys’ shoes that 
give you 
STEADY PROFITS and 
STEADY CUSTOMERS! 


Brooks boys’ shoes have unique construction 
features that gwarenice their long wear, fine 
fit and genuiff€*comfort. They're espe- 


cially crafted to stand up under the 


12-iren composition 
IN-STOCK, A, 4-7; 
6, 4-7; C, 3%-7; DO, 3-7. Also in block os 26408. IN- 





at 19307 West Warren Avenue, under 
the name of Jole Shoes. Owners of the 
new store are Leonard Gniewek, form- 
erly with Father and Son, Zolkower’s 
and other Detroit area shoe stores for 
the past decade, and John Siantz, a 
newcomer to the shoe business. 
” a + 

E. N. Stames and Dr. Leland L. 
Neville, formerly of Green Bay, Wis., 
have formed a corporation under the 
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rough use boy's shoes receive, and 
give the kind of wear that brings 
customers back! If you sell 
boys’ shoes, you owe it 

to yourself to investi- 


gate Brooks! 











ADD EXTRA WEAR 
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name of Foot Health Shoes, Inc. The 
corporation will take over the business 
formerly conducted by Mr. Stames. The 
business will be at the same location, 
119 North Oneida Street, Appleton, 
Wis. 


* * * 


The appointment of John Barrett, Jr. 
as buyer of men’s shoes was announced 
by the L. S. Ayres & Company depart- 
ment store in Indianapolis. He replaces 
Nathan Steele, who left the store. Mr. 
Barrett started with Ayres as a trainee 
in 1950. 

+ - * 


Leonard C, Pfister, shoe business vet- 
eran, has joined the staff of the Carl- 
son’s Shoe Store in Great Falls, Mont. 
He was employed for many years in 
the Paris shoe department in Great 
Falls. 


* * * 


L. A. Noecker, owner of the Boot and 
Saddle Shop in Gilette, Wyo., has been 
named a member of the Campbell 
County Selective Service Board. He is 
a World War II veteran. 

* * * 


David Wasserman recently under- 
went major surgery but is recovering 
rapidly. He is manager of the C. H. 
Baker Store in the Hillsdale Shopping 
Center, San Mateo, Calif. Dyring Mr. 
Wasserman’s absence, Frank Parra, as- 
sistant manager, took over his duties. 

. * * 


The Shoe Center, Detroit three-unit 
chain owned by Harry Goodman, is 
moving its North End store to a new 
site at 19189 Livernois Avenue, about 
two blocks from its former location. 
The new unit will have considerably 
more stockroom space, all on one floor. 
Sy Jacobs, who has managed the store 
for about five years, will continue in 
the same post in the new store. 


* * * 


Ted Martin was appointed manager 
of the new Cartwright Shoe Store in 
Colonial Village, Lansing, Mich. He 
was formerly associated with Murray 
Shoes in Charlotte, Mich., where he 
served as assistant manager for the 
past three years. Everett Huffman, 
with Miller-Jones Shoe Company, is re- 
placing Mr. Martin as assistant man- 
ager of Murray Shoes. 


The second Lewis Salon Shoes out- 
let in Phoenix and the fourth in Arizona 
will open in January at the Park Cen- 
tral business center. W. T. Lewis, in the 
retail shoe business in Arizona more 
than 25 years, said the new store will 
include a main salon, a budget shop, col- 
lege and casual shops. Eleven shadow 
box windows will display about 160 
pairs of shoes. An additional 200 pairs 
will be on display in the interior, In 
addition to his store at 712 North Cen- 
tral in Phoenix, Mr. Lewis operates two 
outlets in Tucson, Ariz. 
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‘Kit’ Lists Guideposts in Care 
And Feeding of Customers 


MIAMI, FLA.—Increasing numbers of 
shoe retailers and other businessmen 
are availing themselves of a “how-to- 
get-along-with-customers kit,” furnished 
to heads of businesses by its developer, 
Mark Chartrand, publicity director of 
the Wometco theater chain here. 

The “kit” contains these helpful 
points as a check list in handling com- 
plaints from patrons, customers or 
viewers: 

1. Listen to the whole story first. 
Don’t interrupt. Let them get it off 
their chests. 

2. Be understanding. They want 
sympathy, but they’re prepared to fight. 
KEEP NODDING! 

3. Wait until the complainant has 
run down. Then ask a question or two 
if needed. 

4. By being patient, by waiting until 
you have all the story, you have gained 
time in which to form a wise decision 
as to how you will settle the matter, 

5. Since you have not opposed them, 
there can be no argument. They will 
now be receptive to what you have to 
say. 

6. Smile! Say you are glad the mat- 
ter was brought to your attention. 

7. If the nature of the complaint is 
such that you can handle it, do so 
quickly with no reservation. Don’t act 
reluctant. 
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Elect Joseph Kaplan ‘Mayor’ 
Of Boston University Course 





Joseph Kaplan, right, recently completed 
a four-week course given by Dr. Kenneth 
D. Benne, left, at the Boston University 
Human Relations Center in North An- 
dover, Mass. As elected "mayor" of the 
group of 40 men and women taking the 
course, Mr. Kaplan, president of Colonial 
Tanning Co., had the responsibility of 
seeing that affairs of the little com- 
munity ran smoothly. Object of the 
course, given during every summer, was 
to teach executives how to help people 
get along with other people. 





8. If the complaint requires referral 
to higher authority, tell the patron 
what you must do—AND DO IT 
RIGHT AWAY. 


9. Thank the patron again. After 
all, an irate customer whose complaint 
has been well handled nearly always 
becomes a friendly and steady cus- 
tomer. 


Shoe Wardrobe Barometer 
Of Current Economic Trend 


INDIANAPOLIS — Clay B. Crabtree, 
manager of a Baker store here for Edi- 
son Brothers Stores, St. Louis, recently 
told Indianapolis readers, through Bart 
Grabow’s column in the Indianapolis 
News, that the size of a woman’s shoe 
wardrobe is a good reflection of cur- 
rent economic conditions. Mr, Crab- 
tree received his sixth store manage- 
ment “Oscar” for producing the high- 
est sales increase in the Baker stores. 

“Shoes and jewelry sales are excel- 
lent barometers of the country’s eco- 
nomic weather,” he said. He also 
pointed out that shoes are today’s 
morale-booster for the average woman, 
who buys largely on impulse. Instead 
of buying hats to chase the blues, he 
says, many women buy new shoes. 

Baker is pinning big hopes on its 
new high-fashion dress shoe featuring 
an unbreakable stilleto heel of black 
synthetic ivory, he said. There will be 
new Baker outlets in both the Eastgate 
and Glendale shopping centers to be 
opened in Indianapolis in 1957, and 
there will be a Chandler unit in the 
Glendale project. 











STYLE 9027 
Thermo ~ Insulated 6" 
Boot for work or sport. 
Water-repelient oll. 
tanned uppers. Alr 
cushion Insole. Neo- 





| nod sole and heel. 
hree-layer 


insulation! 





AMERICA’S GREATEST VALUES 


in JOB DESIGNED 


BOOTS and SHOES 
for WORK and SPORT 


For your greater profit . 
complete line of JOB- DESIGNED footwear to 
meet the requirements of every occupation, 
and retailing at popular prices! No lost sales 
—fast replacement service from huge In-Stock 
department—and the consistent repeat volume 
that quality develops . . 
vantages with JOHN ADDISON. WRITE TO- 
DAY FOR ELABORATE IN-STOCK CATALOG! 


JOHN ADDISON FOOTWEAR, Inc. 
MARLBORO, MASS. 
@ COMPLETE IN STOCK LINE FOR “AT ONCE” DELIVERY 


. faster turnover—a 


. these are your ad- 
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What’s New 


Gift Bar Seeks to Promote 
Year-Round Slipper Sales 


Worcester, Mass.—A new kind of 
open display bar was introduced here 








Pfeiffers’ gift bar shipped knocked down 

is aimed at the retailer with idle floor 

space interested in promoting “year- 
round” slipper and casual sales. 


by Pfeiffers, Inc., slipper, house shoe 
and casual manufacturers, with the an- 
nounced purpose of trying to establish 













As MaineAires go 
So goes the nation 





week's 
fashion 
picture 





MAINE AIRES 
$6.95 to $9.95 


a year-round slipper department for 
shoe retailers. 

The company believes this open dis- 
play can be utilized by retailers to put 
idle floor space to work promoting 
slipper and casual sales and turnover 
every month of the year, hence it’s 
theme, “Every Day Is Gift Day.” 

The gift bar occupies 30 by 60 
inches of floor space and is capable of 
displaying up to 45 different styles. 

It is constructed of five-ply veneer 
and is shipped in knocked-down form, 
but can be assembled without the need 
for nails, screws, or fastenings. A 
three-tone spattered paint effect in 
which it is finished results in a green 
or gray tone which the company says 
blends easily with any kind of store 
decor. 





International to Introduce 
New Low-Price Casual Line 


St. Louis—International Shoe Com- 
pany is currently introducing a new 
line of women’s and girl’s casuals to 
retail in the $2.98 to $3.98 price range. 
The new line, which has been named 
Fun-Shus, will be available by Decem- 
ber 1, according to John W. Hill, gen- 
eral merchandise manager, children’s 
shoes. 

The washable fabric and rubber 
shoes have been specifically designed to 
supplement International’s “Light 








Tread” vulcanized canvas shoes which, 
the company reports, have met with 
such wide trade acceptance. 

Fun-Shus will be available in narrow 
and medium widths through size 10. 
Styled for casual living, the footwear 
will cover a wide range of colors, in- 
cluding khaki, geranium, charcoal, 
navy, white, black, yellow and red. 
Aimed at the low price market, Fun- 
Shus will carry the full retail markup, 
according to company spokesmen. 





Upper of Braided Plastic 
Closely Resembles Straw 





Men's slip-on casual of braided Taylon, 
a plastic shoe material developed by 
Thomas Taylor & Sons of Hudson, Mass. 
The upper closely resembles straw and, 
according to Ralph Parker, sales mana- 
ger, is durable, water-resistant and will 
not scuff. It makes a shoe which is ex- 
tremely light in weight and is one of a 
number shown for the first time at a 
recent trade press conference in Boston. 





YOU 


RETAIL 


EVERYTHING 


In SLIPPERS 


* Breath-taking styles for 


* All the new children’s styles 


* Slippers men like 


Write for new catalog, 
| “Heading Your Way 
| 


WANT 


women 


including popular foam rub- 
ber soles 
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NSTOOK “TWIN SEAM sizes | WIDTHS Stee 1855 
No. 1210 Mecca Brown Smooth 
for Leather 5-10 AAA 
No. 1213 Black naptime ~ hgegnge 5-10 AA 
No. 1215 Red Smoo 
pemck 7 No. 1217 Vicuna Corkette aoe : 
No. 1222 Gray Corkette ° 
a No. 1223 Black Shrunken Calf, 











Smooth Calf Trim 
EVERY PAIR WITH HAND-SEWN VAMPS 
EVERY PAIR WITH NEOLITE SOLES 


| 
| 
NATIONALLY ADVERTISED IN GLAMOUR, SEVENTEEN | 


REST-TIME 
FOOTWEAR 


BLUM SHOE MANUFACTURING CO.,DANSVILLE,N.Y. 


For salesman’s call or catalogue and price list, write: 
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Financial News 


Edison Sales Up, Record 
Number of Stores to Open 


Str. Louis—Edison Brothers Stores, 
Inc. has reported consolidated net sales 
of $6,268,192 for the month of July. 
This compares with $6,071,370 for July, 

1955, an increase of $196,822 or 3.24 
per cent. 

For the seven months ended July 31, 
sales amounted to $48,860,990 as com- 
pared with $48,227,788 for the same 
period last year, an increase of 1.31 
per cent. 

In addition to the July sales report, 
a full earnings report covering the first 
six months of 1956 has been released 
by Harry Edison, president of the com- 
pany. Net earnings for the six months 
were listed as $1,187,908, as compared 
with $1,244,258 for the same period 
last year. This is equivalent to $1.24 
per share of common stock outstand- 
ing and compares with $1.31 per share 
a year ago. 

Consolidated net sales for the first 
six months of 1956 amounted to $42,- 
589,799 as compared with $42,156,419 
last year, an increase of 1.03 per cent. 
Although net sales increased, net earn- 
ings decreased slightly, reflecting the 
early Easter, unseasonable weather, 





and a resultant higher operating cost 
ratio, Mr. Edison’s report indicates. 
Following retarded sales through April, 
Edison Brothers sales for May and 
June were described as comparing fav- 
orably, with an increase of 7.8 per cent 
over the same two months last year. 

Consistent with a policy established 
over a period of years, Edison Brothers 
is now operating all stores through sub- 
sidiaries. Such subsidiaries are incor. 
porated in the names under which the 
stores operate and under the laws of 
the respective states in which the stores 
are located. Edison had a total of 270 
stores in operation on June 30, 1956 
as compared with 258 a year ago and 
267 at the end of 1955. Eight new 
stores were opened during the first half 
of 1956. Five stores were closed. 

Company plans include opening a 
record-breaking number of new stores 
during the remainder of 1956. The 
schedule includes 30 stores, most of 
which are expected to be in operation 
by October 1. According to Mr. Edi- 
son, the company is maintaining a 
strong financial position, with cash and 
short term Government securities of 
$9,868,621 alone more than sufficient to 
cover the total of current liabilities 
with $4,737,589 left over. The financial 
position reflects a liquidity geared to 
the expansion program needs, the offi- 
cial report indicates. 

Mr. Edison concludes the earnings 





report by stating that “on-hand inven- 
tories and merchandise commitments 
are being kept in line with prevailing 
consumer demand.” 





O’Sullivan Rubber’s June 
Quarter Net Sales Decline 


WINCHESTER, VA.—O’Sullivan Rub- 
ber Corporation June quarter net sales 
were $1,474,000, a decline of 15 per 
cent from last year; and a loss of 
$56,600 for the period compared with 
a profit of $10,500 a year ago. For the 
first half-year, net sales amounted to 
$3,159,000 and the net loss was $46,400. 

These results reflect a curtailment of 
approximately $500,000 in shipments, 
as a result of a production workers’ 
strike which began May 13. For the 
first four months, sales were ahead of 
last year and a profit of $37,000 was 
achieved, but a deficit of $83,300 was 
suffered in May and June as a result 
of the lost production. 

By the end of July, more than 25 
per cent of the strikers had returned 
to work and all remaining production 
jobs had been filled by permanent re- 
placements. 

The company expected to attain 
standard efficiency by mid-August and 
anticipates that after a moderate loss 
in July profitable operations will be 
restored and will continue for the bal- 
ance of the year. 
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Outstanding SHOE BRUSHES 


WITH PATENTED RUBBER BRISTLES 





PLASTIC HANDLED BRUSH 
IN ASSORTED COLORS 


STOCK NO. 307 


Suede, rough leather and fabric shoes $4.50 Dozen 
clean ‘easily with this brush. Removes every 51.30 S 
trace of dust, dirt and grime without $51. ross 


harm to the shoe. Special bristles ra'se 
the nap .. . keep shoes looking new. 
Sell ree at 6%. 






LADIES PURSE SIZE BRUSHES 


STOCK NO, 313 


$2.60 Dozen 
$29.65 Gross 


Sell with each pair 
of shoes. Packed 
3-dz. to a display 
carton, Retails at 
35«. 


ORDER BY MAIL 


Fast Selling — Big Profit Quality Line 


SCOTT 


FOOT APPLIANCE CO. 


1701 TER ST. © OMAHA, NEBR 


WEBS 
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Top Quality Littleway 
Lively Stepper 


MAJORETTE BOOT 


er NO 

° Gothalite 7 DELAY 
Lecter WE 
Shade Sole 


* Regulation 
10/8 Majorette 
Heel 

GIRLS 4/9 


$5.60 


MISSES 12/3 


$5.00 
GOODYEAR STITCHED—STYLE NO. 


809 
INFANT 25 CHILOREN 60 
SIZES 4/8 $3 SIZES 8/4/12 $3 


2/10 net 30 F.O.B. Binghamton, N. : * less than 6 pr. 25¢ per pr. extra 
Write for Pp and ples must be retained.) 


Menuentavens of 
BOWLING . FOOTBALL «+ BASKETBALL ° 
BOXING SHOES + ROLLER SKATE OUTFITS 


GOTHAM SHOE MFG. CO., Inc 





Style No. 6020 








BASEBALL 











Binghamton, N. Y. 




















ARE YOU JUST 


HANGING ON? 


Watch out when the factory 
starts giving orders instead 
of taking them. You may be 
too busy hanging on to your 
business to see that your 
own end is in sight. Be safe 
— be smart — be ahead — 
be independent. Sell the Hol- 
land-Racine line of men's 
quality shoes. 


othT &, 
o 9 With Holland-Racine 
“ t you're free to sell what 
| Is 2 you like—when you like. 
¥ . Write for details. 
‘Memo 
HOLLAND-RACINE SHOES, Inc. 
HOLLAND MICHIGAN 


$2 





Obituaries 


Albert E. Klinkicht 


CINCINNATI—Albert E. Klinkicht, 52, 
who founded the nation’s largest wom- 
en’s orthopedic shoe business in Cin- 
cinnati, died August 9. 

Mr. Klinkicht was president and 
treasurer of the Miller Shoe Company, 
Inc., located at 4015 Cherry Street, 
here. 

He suffered a fatal heart attack at 
his Neville, O., summer home, where 
his physician had assigned him to take 
a rest in mid-July. 

The son of a Cincinnati bootmaker, 
Mr. Klinkicht founded the shoe firm in 
1922 as a young man in his early 
twenties. At that time, he had a hand- 
ful of employes. Today, the company 
employs about 500 persons. 

Mr. Klinkicht, who lived at the Ver- 
non Manor Hotel, was also a member 
of the Provident Bank board of direc- 
tors. He was a member of the Queen 
City Club, the Cincinnati Club, and the 
Cuvier Press Club. 

Since an operation about a year ago, 
the Cincinnati executive had been 
troubled by his health. However, his 
widow, Mrs. Elsa Berghold Klinkicht, 
said he appeared to be recovering from 
his illness when the fatal heart attack 
came. 

Besides his widow, he leaves a 
daughter Mrs. William C. Bergstrom, 
Miami, Fla.; his mother, Mrs. Adolph 
R. Klinkicht, and a sister, Mrs. Joseph 
J. Frisch, both of Cincinnati, and two 
brothers, William R. Klinkicht, Cin- 
cinnati, and Charles F. Klinkicht, 
Phoenix, Ariz. 


William H. Cary 

Avon, Mass.——William Hartley Cary, 
treasurer of the Avon Sole Company 
died August 10 after a lingering ill- 
ness. 

He joined the Avon Sole Company 
after his graduation from Dartmouth 
College in 1913. He was one of the 
pioneers in the development of rubber 
soles and his efforts in styling shoes 
had a great deal to do with the success 
of rubber soles on sport shoes of all 
types. 

During 1933, 1934, and 1935, Mr. 
Cary was chairman of the Brockton 
Community Fund Drive. He was vice- 
president of the Brockton Savings Bank 
and a member of the board of directors 
of the Home National Bank. He also 
was a member of the Satucket Trust, 
the Thorny Lee Golf Club, and was for 
many years a member of the Squanto 
Council, Boy Scouts of America, and on 
the board of the Brockton Hospital. 

In addition to his widow, Mr, Cary 
is survived by a daughter, Mrs, Dean 
Noyes of Brockton, and a sister, Mrs. 
Raymond E. Drake. 


SHOES OF THE 


FUTURE 





ED RICKMAN 
Owner 
FOOT-SO-PORT SHOE STORE 


Saginaw, Michigan 


| Mr. Rickman began his career sell- 

| ing shoes in a Wisconsin Rapids, 
Wisconsin store and has been a 
member of the Foot-so-Port family 
for some twenty years. He moved 
to Saginaw in January, 1945 as 
operator of the Foot-so-Port store 
there and in September, 1947 be- 
came the owner. 


Mr. Rickman says, “My connec- 
tion as an operator came through 
an ad in the Boot & Shoe Recorder 
... LT have been very happy selling 
Foot-so-Port shoes and a very im- 
portant thing ...1 made money... 
I know of no other line of shoes 
that could consistently do that for 
me ... my business has increased 
and thereby . . . my income every 
year... 1 can certainly recommend 
to any man... to get hold of a 
Foot-so-Port Franchise. If he fol- 
lows through with . . . the advice 
and promotional ideas the Com- 
pany furnishes, he won't go wrong.” 


xk 


If you are interested in joining the 
| Foot-so-Port organization, write for 
| your free copy of “The Inside Story 
| of Foot-so-Port Shoes” and full de- 
| tails concerning an agency in your 

city. There are fre- 
| quent opportuni- 
| ties for managerial 
| positions among 
| dealers who own 
and operate sev- 
eral Foot-so-Port } 
Stores. 





FOOT-SO-PORT SHOES 
A Division of Musebeck Shoe Company 
Oconomowoc, Wisconsin 
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Will Rogers, Jr., and Pamela Good, stars of the CBS “Good Morning!" Show, were 
talking over the plans for the "Back to School" program with S. L. Slosberg, 
right, president of the National Shoe Manufacturers Association. 


New YorK—The CBS Television 
Network devoted 10 hours a week to a 
special back-to-school promotion, 
August 27 through August 31 on the 
“Good Morning!” Show. 

The Fashion Department of NSMA 
cooperated fully with CBS furnishing 
all shoes shown throughout the week. 

The show inventoried shoes and other 
items that children of various ages 
need for the new school year. The 


shoes were on display every day 
throughout the program as part of the 
setting and were also demonstrated to 
the network audience. No brand names 
were mentioned. 

For the period of this special promo- 
tion, the program content of the show 
was substantially changed so that it 
devoted the greatest part of its atten- 
tion to preparations and purchases for 
the new school year. 





Fredelle Footwear Makes 


MIAMI, FLA.—Fredelle Footwear of 
Miami Beach, whose factories in Italy 
manufacture Fredelle Footwear and 
Rene Shoes, announced the appoint- 
ment of Phil Cohen as sales represen- 
tative for southwestern U S, and Bill 
Ratnoff for the Northeast. 

Sam Nussbaum will also head Fred- 
elle’s New York office and showroom lo- 
cated in the Marbridge Building. The 
formal opening of Fredelle’s New York 
office is planned for the near future. 

Mr. Cohen, who has been active in 
shoe sales for 30 years, formerly 
represented leading St. Louis manufac- 
turers and will travel Louisiana, Texas, 
Arkansas, Oklahoma and New Mexico 
representing Fredelle Footwear and 
Rene Shoes, 

Mr. Ratnoff, who has previously rep- 
resented leading manufacturers of ju- 
veniles and flats for the past seven 
years, will travel the New England 
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Two Area Appointments 


states, Washington, D. C., 
Pennsylvania, New Jersey 
York. 


Delaware, 
and New 


New Step Master Catalogue 


St. Louis—Step Master Shoes, Inc., 
Greenup, Ill., has recently released its 
new fall and winter 1956 in-stock cata- 
logue incorporating two innovations. 

First, the new booklet is completely 
photographic, with actual shoes photo- 
graphed specially for the edition. 
Former Step Master catalogs have used 
drawings. 

The second innovation in method of 
presentation is that the shoes are 
grouped in the catalogue according to 
size runs in order to simplify ordering 
and gives retailers the whole size story 
without flipping back and forth from 
page to page. 





Fall Sylflex Promotion Aims 
At Three Principal Markets 


MIDLAND, MicuH.—A promotion tied 
in with 20 retail shoe outlets in each of 
three major market areas featuring 
men’s shoes of Sylflex tanned leather 
will be launched this fall by Dow Corn- 
ing Corporation. 

Pegged to the theme “Together for 
Weather—Sylflex and Leather,” the 
promotion is timed to break at the 
start of the season’s cold and rainy 
weather. 

Full and half-page advertisements 
are scheduled for October 1-13 in Bos- 
ton, October 22 to November 1 in Mil- 
waukee and November 8-22 in Minne- 
apolis-St. Paul. Names of participating 
stores in each area wil! be listed in 
the ads. 

The local ads will have the additional 
backing of Dow Corning’s national 
campaign on its Sylflex and Syl-mer 
silicone finishes in Life, Esquire, Par- 
ents and Sports Illustrated. 

The entire program is designed to 
reach a saturation consumer audience, 
with a complete group of merchandis- 
ing aids to allow the selected dealers 
to most effectively promote Sylflex 
products. 

These include newspaper ad mats for 
tie-in local advertising; animated win- 


dow displays and banners; counter 
cards and mounted magazine ad re- 
prints; statement enclosures to pre- 


sell customers; blowups of the Life 
ad; tags on all Sylflex merchandise im- 
printed with the theme “Together for 
Weather—Sylflex and Leather”; spe- 
cial sales training by Dow Corning 
representatives to help dealers’ sales 
force present the Sylflex story; a sales 
contest for dealers and store  per- 
sonnel, 

The campaign will emphasize the 
built-in protection given shoes with Syl- 
flex, Dow Corning’s silicone finish for 
leather applied in the tanning process 
to impart lasting water repellency and 
to keep shoes new looking longer by 
preventing stiffening, shrinking and 
cracking. 


Pacific Northwest Travelers 
Schedule Election Events 


SBATTLE— A special election party 
will be held here November 6 in the 
Windsor Room of the New Washington 
Hotel during the Spring Trade Fair, 
November 4-6, it was disclosed by 
O. K. Anderson, president of the Pa- 
cific Northwest Shoe Travelers. 

Mayor Gordon S. Clinton is sched- 
uled to visit the Fair November 5 and 
Howard Hoverback, of Taylor and Com- 
pany, mail advertising firm of Port- 
land, Ore., will speak at the annual 
breakfast to be held the following day. 

Mr. Anderson said ballots are now 
being mailed, The first and second vice- 
presidents and three board members 
who are elected will serve through the 
1957 season. 
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Blam Shoe Names Frederick 
Assistant to the President 


DANVILLE, N. Y.—Robert Frederick 
has been appointed assistant to the 
president of Blum Shoe Manufactur- 
ing Company here, according to James 
J. Blum, president of the company. 
This firm was founded more than a 
century ago and is still headed by de- 
scendants of the founder. 


Boyne Appointed Nettleton 
Factory Superintendent 


Syracuse, N. Y.—Charles E. Boyne, 
46, who has 25 years of experience in 
the shoe industry, has been appointed 
factory superintendent of the A. E. 
Nettleton Company, here. 

The appointment was announced by 
company president, H. W. Cook. Well 
known in the shoe industry for more 





ROBERT FREDERICK 


His duties will lie in market re- 
search, product development and as- 
sisting in styling and merchandising of 
a new division of slippers and casuals, 
which Blum plans to introduce. 

Mr. Frederick, a former president of 
the New York Boot and Shoe Travelers, 
is well known in the slipper and casual 
industry, having been in business for 
many years. He is credited with 
pioneering in beach sandals, forerun- 
ners of casuals. The latter were in- 
troduced to keep the factory production 
at peak during the early months of the 
year, when slipper order bookings and 
production were at their lowest. 

He was chairman of the first com- 
mittee for the National Association of 
Play Shoe and Slipper Manufacturers, 
to contact WPB and OPA for relief 
from rationing on non-leather slippers 
and casuals. He was also chairman of 
the committee which selected the at- 
torney for this association, for which 
services he was presented with an in- 
scribed remembrance. 

Mr. Frederick will make his head- 
quarters in Room 416 of the Marbridge 
Building, New York City. 





Goodrich Raises Prices 


Akron — B. F. Goodrich Company 
raised shoe products prices, including 
all kinds of rubber heels and soles, by 
three per cent, effective August 14. 

F. A. Lang, shoe products sales man- 
ager of the Industrial Products Com- 
pany division of Goodrich, said higher 
prices were made necessary by recent 
wage and other cost increases. The 
company’s last price rise, between 
three and five per cent, was put in effect 
in January. 
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CHARLES E. BOYNE 


than 75 years, Nettleton manufactures 
men’s high-grade shoes. 

Mr. Boyne began his training in the 
shoe industry with National Shoe and 
Slipper Company, Worcester, Mass. He 
later was associated with H. H. Brown 
Shoe Company, Escutney Shoe Com- 
pany and J. M. Connell Shoe Company. 

In 1943 Mr. Boyne became a foreman 
for Knapp Brothers Shoe Manufactur- 
ing Corporation, Brockton, Mass., a 
position he held until 1947. He was 
then trained as a general factory super- 
intendent with that firm. Following 
extensive training from cutting through 
packing, he became assistant to the gen- 
eral superintendent covering three fac- 
tories. 

Mr. Boyne was appointed superin- 
tendent of the Packard division of 
Knapp Brothers in 1952, the position he 
held until his resignation in June of 
this year after which he joined the A. 
E. Nettleton Company. 





Former Respro Executives 
Buy United Lace & Braid 


PROVIDENCE, R. I.—Three former ex- 
ecutives of Respro, Inc., have pur- 
chased United Lace & Braid, Inc., from 
The General Tire & Rubber Company. 
The company, with about 75 employees, 
has moved to a new location here. 

United Lace & Braid, Inc., was a sub- 
sidiary of Respro, Inc., at the time that 
Respro was purchased by The General 
Tire and Rubber Company. 

Now heading United Lace & Braid, 
Inc., which will operate as an inde- 
pendent company, are Raymond S. 
Newell, president; Daniel J. MeComis- 
key, vice-president, and Leonard J. 
Carey, treasurer. 





Pamphlet on the Shoe Industry 
Continues to Arouse Interest 


Boston—A_ hastily assembled bro- 
chure on shoes, which the Boot and 
Shoe Workers Union printed in three 
days for distribution at the exhibit and 
trade show sponsored in Seattle last 
April by the union label and service 
trades council of the AFL-CIO, is still 
continuing to do a public relations job 
for the shoe industry. Orders for the 
brochure are still coming in, the union 
says. 

The pamphlet, “Your Shoes, a Short 
Story You'll Long Remember,” features 
key points of information about the 
shoe industry such as current produc- 
tion, what and how much goes into 
steps of the shoe manufacturing proc- 
ess, quality, the people who have a part 
in putting shoe components together, 
and the steadily diminishing portion of 
the wage earner’s income required to 
purchase a pair of shoes. 

The brochure is simply conceived; it 
boasts no art work and is only eight 
pages. 

At the Seattle show, 300,000 copies 
were distributed. Shortly afterward, 
retailers in the Seattle-Tacoma area 
began ordering the pamphlet in quan- 
tity for their own distribution. Then 
requests for the pamphlet, in single 
orders ranging up to 15,000 copies, 
came in from all over the country, 
Canada and abroad. In Laredo, Tex., 
recently, a group of retailers published 
the text of the brochure in an ad in the 
Laredo Times. 


Sam Katz Joins Sales Staff 
Of The U. S. Shoe Corporation 


CINCINNATI—Appointment of Sam R. 
Katz to the sales organization of The 
United States Shoe Corporation was 
announced by Charles H. Butler, vice- 
president in charge of sales. 

Well known in the shoe trade, Mr. 
Katz will sell and merchandise Red 
Cross Shoes and Cobbies in the inter- 





SAM R. KATZ 


mountain territory formerly handled by 
the late William R. Fine, and will make 
his headquarters in Salt Lake City, 
Utah. 
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SPORT KING 
BOWLING 
SHOES 


prices. Littleway stitched. 


Athletic Footwear Division 
BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 





A top value at popular 


Men's: Black or Smoke, 
Sizes 6-12, $3.90. 


Women's: 
Red or Smoke 
Sizes 4-9, $3.50 





SHEBEAU SUEDE 








CHICAGO BOSTON 








ARMOUR LEATHER COMPANY 





Full Aniline Dyed 
Kip Quality 
Suede Splits 


NEW YORK 








Coyne Joins Sales Staff 
Of National Shoe Products 


BostoN——-Brendan Coyne, who has a 
background of shoemaking experience 
not only in the United States but in 
Europe, as well, has joined the sales 
staff of National Shoe Products Corpo- 
ration here. He will represent National 
in the greater New York City area. 

Prior to joining National, Mr. Coyne 
was a machine technician for the 
United Shoe Machinery Corporation. 





BRENDAN COYNE 


Before that he had been with Herbert 
Levine, Inc., and Palizzio, Inc., in this 
country, with Goulds, and Chisech & 
Kirkenstein, England, and DuBarry 
Shueindhers, Ballinasloe, Ireland. 
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Shoe Merchandiser Named 
For Howard Clothing Chain 


St. Louis—International Shoe Com- 
pany has named Felix Jacolow super- 
visor of shoe merchandising for the 
Howard Clothing Company chain in 
Metropolitan New York, Announcement 
was made by M. Robert Shaffer, Inter- 
national’s director of distribution for 
men’s and boys’ shoes. The appoint- 
ment is effective immediately. 

Mr. Jacolow will be responsible for 
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FELIX JACOLOW 


merchandising the City Club and Wes- 
boro lines in 21 units of the Howard 
chain extending from New York City 
to Perth Amboy, N. J. He will make 
his headquarters at the Marbridge 


Pa eat pokes) PORE 


Building in New York, where Interna- 
tional maintains display rooms of Wes- 
boro and City Club shoes. 

A veteran of 25 years in shoe selling 
and merchandising, Mr. Jacolow has 
been a merchandising executive for the 
London Character Stores in New York 
City since 1950. Previously he served 
as assistant manager in the John Irving 
Shoe Stores in New Jersey. 





Sattini Corporation Expects 
To Use 500 Shoe Workers 


Dover, N. H.—The Sattini Corpora- 
tion, which was organized after the 
Palizzio Corporation of Brooklyn, N. Y., 
purchased the defunct John B, Flautt 
Shoe Company, here, some weeks ago, 
has leased space in the old Pacific Mills 
from the Dover Industrial Association 
and expects to employ as many as 500 
workers at peak production. 

Henry Hermer, a former shoe manu- 
facturer here, heads the Sattini firm 
and Rolf Bieringer, former official of 
the Hubbard Shoe Company in Ro- 
chester, is secretary-treasurer. Owners 
of the Palizzio company have become 
share owners in the Sattini corporation, 
it was stated 

A Lisbon shoe-manufacturing plant, 
purchased by Mr. Hermer a year and 
a half ago, has been merged with Sat- 
tini and will continue in operation with 
115 employes. Mr. Bieringer will su- 
pervise the Dover and Lisbon plants. 
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BostoN—Two feature articles, one 
titled “The Shoe Business Is Booming 
in New England,” and the other carry- 
ing the heading “Shoe Machinery 
Plants Are Centered in Greater Bos- 
ton,” attracted wide attention in the 
July issue of Greater Boston Business, 
published by the Greater Boston Cham- 
ber of Commerce. The author of both 
is Anson H. Smith, Jr., well-known 
Boston newspaper writer. 

Skillfully marshalling his facts, 
many of which he credits to articles 
which have appeared in BOOT AND SHOE 
RECORDER, Mr. Smith paints a compli- 
mentary picture of the shoe and leather 
industries in New England. Opening 
with an admission that the public shows 
a tendency to think of these industries 
“primarily as glories of the past,” the 
author points out that whereas “total 
shoe production in the United States 
during 1955 reached an all-time high 
of 576,973,000 pairs, representing an 
increase of 10 per cent over 1954, total 
shoe production in the New England 
states during the same year was 216,- 
861,000 pairs, also a record volume, and 


Writer Lauds New England As Shoe and Leather Center 


representing a 12 per cent gain over 
1954 New England output.” 

“In short,” the author concludes, 
“during a period of nationwide boom, 
the New England shoe industry more 
than held its own. New England’s share 
of the nation’s shoe production in 1955 
was 37.6 per cent. This was the highest 
ratio since 1921. 

“The outlook for New England shoe 
production in 1956 is excellent. For the 
first four months of this year, the New 
England Shoe and Leather Associa- 
tion reports, the area produced 79,602,- 
000 pairs, an increase of six per cent 
over a year ago. This production rep- 
resented 37 per cent of the U. S. out- 
put.” 

Writing of the leather industry, Mr. 
Smith said, “According to BooT AND 
SHOE RECORDER, national voice of the 
footwear trade, New England produces 
about 28 per cent of all the leather for 
shoe uppers in the United States, and 
about 66 per cent of all the sheep and 
lamb leathers, excluding shearlings. In 
addition to sole and innersole leather, 
New England also produces a very sub- 


stantial proportion of side leather, calf 
and kip, goatskins and kidskins for 
various leather products, together with 
the less common elk, deerskins and 
pigskins.” 

In his shoe machinery article, after 
pointing out that “New England firms 
account for about 98 per cent of all the 
shoe machinery made in the United 
States,” the author pays high tribute 
to the United Shoe Machinery Corpora- 
tion which “not only manufactures shoe 
machinery used throughout the world 
today, but provides the most important 
research facilities serving the footwear 
industry.” 

Credit also is given to Compo Shoe 
Machinery Corporation, “second largest 
manufacturer and lessor of shoe ma- 
chinery in the United States” for its 
development of the sole-attaching ma- 
chine which made possible the wide- 
spread use of the cement process; and 
to the International Shoe Machine Cor- 
poration for its development of a “spe- 
cial type of lasting machine for the so- 
ealled California or slip-lasted con- 
struction.” 
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Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up a Profitable Operation 








Wedge Heels Producer 
Names Merchandising Aide 


Norway, M&.—Wilner Wood Prod- 
ucts, maker of wedge heels, announced 
the appointment of Howard Salovitch 
as assistant merchandising manager. 
Mr. Salovitch will undertake an exten- 
sive program of travel throughout the 





aya 


HOWARD SALOVITCH 


eastern half of the United States, visit- 
ing Wilner customers and others con 
nected with the wedge shoe industry 
bringing makers of wedge shoes and 
their supplier into closer and more ef- 
fective working contact. 

Formerly Wilner’s supervisor of spe- 
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Our prices on fine shoes, 
bought direct from the best known 
makers are in line with our 


nationwide reputation 


Quality Shoes Since ‘32 


M. K. WEIL Shoe Company 


“While in Town See Weil” 
1215 Washington Ave., Saint Lovis 3, Mo 


Sample Rooms: Los Angeles * New York 





438-1 








D&K COMPANY, INC. 


West State 





The 
DISPOSABLE 
try-on socks 


Ithaca, N. Y. 














cial projects, with extensive design, 
production and merchandising experi- 
ence, Mr. Salovitch at one time oper- 
ated his own platform factory and heel 
covering plant. Going into the field 
for Wilner, he will attempt to consult 
with all viewpoints in the industry re- 
garding the production and merchandis- 
ing of wedge shoes. 


Wellco-Ro-Search Adds 
West Africa Affiliation 


WAYNESVILLE, N. C.—H. W. Roll- 
man, president of the Wellco-Ro-Search 
organization, announced that Anton 
Liebscher, one of the key technicians of 
the management of the organization, 
has just concluded an affiliation agree- 
ment for a Wellco-Ro-Search footwear 
factory in Nigeria, West Africa, while 
visiting that country. 

The factory plans an initial produc- 
tion of 1000 pairs of shoes per day 
with sponge rubber soles. Also sched- 
uled for initial production are 1000 
pairs of tennis shoes per day to be 
made in the Wellco-Ro-Search molded 
construction. 


Name Glassman Special Aide 


At General Shoe Corporation 


NASHVILLE—Joel Glassman, for more 
than 15 years a partner in Saxe-Glass- 
man of Saco, Me., has joined General 
Shoe Corporation as a special assistant 


2h: 
7 


a 


to Matt Wigginton, vice-president of 
sales distribution. 

Two years ago the firm of Saxe- 
Glassman, which Joel Glassman helped 
found 15 years ago, became a part of 
the Penobscott Group of five factories 
in Maine. 

Prior to forming Saxe-Glassman, Mr. 
Glassman was with Kesslen Shoe Com- 





JOEL GLASSMAN 


pany of Kennebunk, Me., in sales and 
general management. Before that, he 
had been a member of the staff of 
United Shoe Machinery Corporation in 
Boston. Earlier, he had owned and di- 
rected a women’s shoe style service in 
the Marbridge Building, New York. 





International Men Return From European Study Tour 


Str. Lours—Three management rep- 
resentatives of International Shoe 
Company have returned to St. Louis 
following an intensive three months 
study of shoe management methods in 
Europe. 

Participating in International’s Eu- 
ropean exchange training program 
were Lee Brock, industrial engineer; 
Jack Reck, tanning engineer; and 


Dickson S. Stauffer, Jr., general qual- 
ity 


supervisor. While abroad, Mr. 
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Stauffer and Mr. Brock devoted most 
of their time to studying manufactur- 
ing operations, while Mr. Reck con- 
centrated on tanning methods in Ger- 
many and Italy. The International 
representatives visited 11 different 
companies in Germany, Switzerland, 
Italy and England. 






Pausing outside the International Shoe 
Company building in St. Louis following 
their return from 12 weeks study in 
Europe are, left to right, Jack Reck, 
Dickson S$. Stauffer, Jr., and Lee Brock. 


The mutual benefit exchange train- 
ing program was set up jointly by In- 
ternational and by the Salamander 
Corporation of Kornwestheim, West 
Germany. Under the program, believed 
to be the first of its kind involving an 
American shoe company, each firm 
sends three men to study operational 
procedures of the other company. The 
Salamander Corporation representa- 
tives, Erich Schreiber, Klaus Heinze 
and Hans-Dieter Schultes, are com- 
pleting their phase of the exchange 
program with International in St. 
Louis. 

The three Americans found the econ- 
omy of West Germany to be booming 
with the shoe industry sharing in that 


Retail Fair Tr° 





boom. At one shoe store in Stuttgart, 
business was so good that local au- 
thorities had to station a policeman 
outside the door to keep the crowd of 
customers in line. Shoe manufacturing 
plants in Germany are running on a 
48-week work week in order to meet 
this demand. 

The Italian influence in men’s shoe 
styling has spread across Europe, re- 
ports show. Jack Reck, who visited the 
Luigi Rizzi Machine Company in Mo- 
dena, Italy, reports that Italian tan- 
ners produce an unusually wide variety 
of leathers. 
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WOLVERINE shoes for 
men have more exclusive 
features that help you sell 


EXCLUSIVE — SHELL CORDOVAN 
HORSEHIDE SOLES— super-flexi- 
ble for faster sales. 
EXCLUSIVE——-BRUSHED PIGSKIN — 
the style sensation that sells on 
sight. 


Independent Retailers: For cata- 
log and franchise information, 
write, Attn-Dress Shoe Division, 
today. 


WOLVERINE 
SHOE AND TANNING CORP. 
ROCKFORD, MICHIGAN 


{ , National Shoe Fair 
oi Room 676, Palmer House 


ante 
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Goodyear Price Increase 


AkroN—Goodyear Tire & Rubber 
Company’s Shoe Products division an- 
nounced a three per cent price increase 
on rubber soles and heels and all Neo- 
lite products sold to shoe manufac- 
turers. The price increase is effective 
immediately. 

Frank R. Evans, general manager of 
the company’s Shoe Products division, 
said a recent wage increase and other 
mounting production costs made the 
advance in prices necessary. 





C. S. Pierce Develops Form 
For Women’s Backless Shoes 


BROCKTON, MAss.—A new type of 
form designed for use in displaying 
backless types of women’s footwear has 
been developed by the C. 8. Pierce Com- 
pany of Brockton, according to Don 
Marshall, general sales manager. The 
new form, made of clear plastic, is said 
not only to maintain the toe lines of 
these shoes but also to prevent fore- 
parts from turning up while on dis- 
play in windows and on counters in 
stores. It combines lightness in weight 
with firmness in structure. 

The Pierce Company, it is also an- 
nounced, has been made national dis- 
tributor of the line of pressure-sensi- 
tive coated tapes manufactured by 
Tape-O-Corporation of Reading, Mass. 
The line includes coated tapes in nat- 








Style 7711 
same as 7611 but 
with lowered heel. 
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Made by folks who know fine bootmaking 


ACME BOOT COMPANY 


Clarksville, Tennessee 
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STYLE 7611... 


Sizes 3 thru 10 
"A" & 'C"' widths 


STYLE 6611... Misses’ 
Sizes 12% thru 3 
“B' & ''D'’ widths 


Sizes 
“Dp” 


Sizes 4 thru 8—"'D"’ 
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ural and colors used by shoe manufac- 
turers for reinforcements, French 
cords, backseaming and stays, among 
other things. 





John T. Quinn to Represent 
Colonial in Rochester, N. Y. 


Boston — Kivie Kaplan, vice-presi- 
dent and general manager of Colonial 
Tanning Company, has appointed John 
T. Quinn as sales agent for the 
Rochester, N. Y., territory. He will 





JOHN T. QUINN 


handle the complete Colonial lines of 
patent leathers, side leathers and splits. 
Mr. Quinn, who makes his headquar- 
















Growing girls’ 


Priced at $4.75 


Priced at $3.55 

Children's 

8% thru 12 
width 

Priced at $3.55 

Infants ' 


Priced at 
$2.95 


In white, with 
tassels of any 
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One of America’s Fittest Resources for 
* SAMPLES 
*JOB LOTS 
* CANCELLATIONS 


Branded Shoes -first quality 
from outstanding ma 


IDEALFOR | 
Cancellation Stores 
Drive Ins | 
Bargain Basements 





THE NATION’S FINEST 


CANCELLATION 





ters at 82 St. Paul Street, Rochester, 
is well known in the shoe and leather 
field, having represented leading firms 
in the industry for more than 27 years. 





Pennsylvania Foremen Told 
About Factory Efficiency 
WILKES-BARRE, PA.—A special meet- 
ing of Pennsylvania Superintendents 
and Foremen’s Association of the Shoe 
Industry was held in Hotel Sterling. 
Nine new members were installed. 
President Fred Schwager swore in 
Ben Tamen, Kingston; Nicholas Rog- 
Williamsport; Albert B. Chute, 


ers, 


Jersey Shore, Pa.; Jules A. Schneider, 


Elmhurst, N. Y.; J. S. Kamborian, 
Cambridge, Mass.; Jack Feldstein, 
Westbury, Long Island; Vic Grossman 
New York City; Richard Lewis, Dover 
N. H., and Yale Markson, Brooklyn, 
| Me 

Hans Friedberg, manager of Gok 
ef Dunmore, who spoke on “Planning 
for Improved Shoe Factory Efficiency,” 
declared “improvement in efficiency in 
shoe factories is at the stagnation 
point.” 

The answer or key to the problem 
will be found in “motion economy,” the 
speaker declared, and that is “accom 
plishing the most with the least waste 
of movement and effort.” 

Annual clambake of the shoe execu- 
tives was held at Clifton Beach. 
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BOX HANDLERS 








USE 


in large and small stores, in large chains and 
department stores from coast to coast. LONG 
ARMS get the shoes from the high shelves and 
return the empties upside-down, Quickly, Easily, 
Safely. Satisfaction guaraniged. Handle lengths 
24” te 60”, $3.50; 72” handles, $4.50. Parcel 
post prepaid in USA. Order handle lengths de- 
sired and specify if for men’s or women’s boxes. 
Your jobber or CARL BEEMAN 


Cedar Heights Road Stamford, Conn. 





IN STOCK SHOES 





GMITEZE prorit Pointers! 
BETTER SERVICE Meons 


BETTER JUVENILE 
Toddlers to Teens SHOE SALES 


30 STYLES ALWAYS IN-STOCK 
Thick Soles, Double Stitched Construction 









To Retail 
$3.50 i. $5.95 


250—Patent Leather 
1-Strap 48—8.C.D 


251—Red 
252—White 


39—Black Grain 
2-Eyelet Tie 
40—Brown a 
8'/2-12 12', 
A.B.C.D A, gc D 
Don't lose a single sale for want of si izes 
or widths! Fill in every Monday morning 
ond rest assured your shipment will be 
made promptly from Smiteze practical 
IN STOCK department. 


MADE BETTER WEAR BETTER 
GREAT LAKES SHOE CO. 

WISCONSIN 
90 





_Lamex Chemical Purchases 
_ International Shoe Facility 


| sonnel 
| Maine Leathers. 


St. Louis—The Manchester, N. H., 
central plant facilities of International 
Shoe Company have been purchased by 
the Lamex Chemical Corporation of 
Leominster, Mass., it was announced 
recently by Henry H. Rand, president 


| of International. 


The plant, consisting of two buildings 


connected by a tunnel, contains 475,000 | 


square feet of floor space. It has been 


used in part by the Sundial Shoe Com- | 


pany, a division of International, for 
office and warehouse purposes. Lamex 
will lease back to International approxi- 
mately 150,000 square feet for use by 
Sundial, according to Joseph McCarthy, 
general manager for the Sundial divi- 
s10n. 

International will maintain and op- 
erate the warehouse steam plant and 


will sell steam to Lamex. Steam will | 


also be supplied to International’s Man- 
chester tannery which is not affected 
by the sale. 

The Lamex division of Foster-Grant, 


Inc., will manufacture plastic products | 


in Manchester. The facilities purchased 
from International were built by the 
W. H. McElwain Shoe Company about 
1912. International acquired the Man- 
chester plant when it purchased the Mc- 
Elwain Company in 1921. 

The purchase price paid by Lamex 
was not disclosed. 





Recommend Acrylic Fiber 
For Use in Shoe Inserts 


Boston—A new 
material, among a wide variety of uses 
for which was one cited for shoe in- 
serts, has been introduced by the Felters 


non-woven textile 


Company, manufacturers of felt and | 


felt products. 

The Dynel mat consists of multiple 
webs containing Dynel, Union Car- 
bide’s acrylic fiber, bound together to 
form a resilient sheet material that can 


be made in various thicknesses, densi- | 


ties, and surface textures. 

According to Felters, the Dynel mat 
incorporates the basic properties inher- 
ent in Dynel staple fiber, including ex- 
cellent resistance to strong alkaline 


solutions, salts, moths and other in- 
sects, mildewing, aging, and flam- 
mability. A thermoplastic, the Dynel 


mat can be permanently folded or 
creased, says the company, and lends 


itself to molding into special shapes. | 


It can also be surfaced with strengthen- 
ing ribs or embossed designs. 





| Joins Maine Leathers, Inc. 


Dover-Foxcrort, Me.—Robert F. Ful- | 


| ton, plant manager of Maine Leathers, 


Inc., announced appointment of Chris 


Strandboe, formerly of R. P. Hazard | 


Company, Augusta, as director of per- 
and community relations to 
He will also serve as 
office manager and purchasing agent. 
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SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 








ONE OF AMERICA'S OLD LINE MANUFACTURERS OF WOMEN'S AND GIRLS' 
POPULAR PRICED FOOTWEAR HAS OPENING FOR EXPERIENCED SHOE SALES- 
MAN IN THE TERRITORY OF LOUISIANA, MISSISSIPP! AND ARKANSAS. OFFERS 
EXCELLENT OPPORTUNITY FOR EXPERIENCED MAN. 

CORRESPONDENCE WILL BE KEPT CONFIDENTIAL 


Reply to Box 594, BOOT & SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Pa. 





SALESMAN WANTED 
To carry Line of Children’s, Pre-Welts and Ce- 
ments. Luther Brand, Stock and Make Ups; Com- 
mission basis. Can be carried with non-conflicting 


Line. Established territories: Oklahoma, Ohio, 
Kentucky, and State of Texas. Reply, with 
references. 


THE KEPNER SCOTT SHOE CO., INC. 
Orwigsburg, Pa. 














SO. ALABAMA 


Due to territory realignment this estab- 
lished territory is now open. We prefer 
an experienced man living in this terri- 
tory and carrying a non-conflicting side 
line. He should now be actively selling 
and well acquainted with the indepen- 
dent retailers. We are manufacturers of 
women's and children's sports and flats, 
$4-$6 retailers. All shoes 100% In Stock. 
Write fully in plete 


Phyllis Shoe Company 


95 Bridge Street, Lowell, Mass. 











OPPORTUNITY 
JUVENILE LINE 


For right salesman with our Line 
of In-Stock Juvenile shoes under 
name of Old Pals and Lucky Star, 
in the following States: Washing- 
ton; Oregon; California, north of 
Los Angeles; Alabama; Missis- 
sippi. Must live in territory and 
have following. Non-competitive 
line not objectionable, and, in 
fact, desirable. Write giving all 
details in first letter to: 


FIVE STAR FOOTWEAR COMPANY 
43-01 22nd Street, Long Island City, N. Y. 








Looking For A Company To 
Grow With? 


Tober-Saifer Shoe Mfg. Company, one of the 
fastest growing companies in the country, has 
opening in several divisions—outstanding op- 
portunities for qualified traveling salesmen— 
territories include Northwest, Midwest and 
Carolinas. Write complete resume direct to: 


MR. FRED BERNATZ, Sales Manager, 


TOBER-SAIFER SHOE MFG. COMPANY 


1204 Washington Avenue, St. Louis 3, Missouri 














A FEW TERRITORIES 
OPEN FOR SIDELINE 
SALESMEN 


As one of the country's largest and 
best-known distributors of footwear, our 
expansion has created the need for 
representation in the following areas: 
Ohio (except northeastern section); 
South C ina and Georgia; Virginia 
(Richmond section); and Illinois and 
Wisconsin. 
Please send full particulars 
about yourself to 


MR. A. T. BOMAN, Sales Manager 
DUNHAM BROTHERS COMPANY 


BRATTLEBORO, VERMONT 


HE YOUNG MAN WHO ANSWERS 

THIS ADVERTISEMENT will probably 
have some background in the shoe business, par- 
ticularly on Upper Patterns and will possibly 
have some acquaintance with the Shoe Trade 
in the New York area. We are looking for an 
ambitious and teachable young man with a 
pleasant personality whom we can train in our 
specialized industry, to contact and work with 
shoe manufacturers. For the right man _ this 
can be an interesting and worthwhile position 
with a long established concern. Apply by letter 
giving experience, age, background and all de 


tails. Reply to Box #591, Boot and Shoe Re 
corder, Chestnut & 56th Streets, Philadelphia 39, 
Penna. 
ALESMAN WANTED--To carry our fast 
selling men’s dress shoes which wholesale 


between $4.00 and $5.50. Only men now calling 
and living in the territory can be considered. 
Drawing account. State experience. Territories 
open: Michigan, Illinois, Ohio, Minnesota, In 
diana, Rocky Mountain States. Reply to Box 
595, Boot and Shoe Recorder, Chestnut & 56th 
Streets, a 39, Penna. 


SAL ESMEN. OPPORTUNIT TY: Volume man 

ufacturer of children’s shoes in popular price 
range has several attractive territories open in 
cluding Upper New York State, New England, 
and Missouri. Large in-stock and makeup divi- 
sion with wide assortment of sizes and styles 
Unusual opportunity. Kiddie Kub Shoe Co., 
Westminster, Maryland. 








XPERIENCED SALESMEN WANTED for 

well established distributor of men’s better 
dress and work shoes for New York Metropol- 
itan area. Drawing against commission. Reply 
to Box #593, Boot and Shoe Recorder, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 





CALESMAN WAN TED—Will give drawing 
account to experienced men who can produce 
and have established following in these terri- 
tories: Georgia, Tennessee, Kentucky, Texas, 
Oklahoma, Iowa. Nationally-known distributor 
with facilities to fill orders immediately. Strong 
competitive line of men’s dress and work shoes 
in medium and lower-priced field. Furnish back 
ground which will be held in confidence. Reply 
to Box 594, Boot and Shoe Recorder, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 


HELP WANTED 











UNUSUAL OPPORTUNITY 
FOR EXPERIENCED 
SHOE MAN 


To Manage Drive-in Family Shoe Store 
in Massachusetts. Expect to open several 
more units. Salary plus Percentage of 
Profits. Write giving all details All 
replies confidential. 

Reply to Box & SHOE aeegeese 








590, BOOT 
Chestnut & 56th Streets. Philadelphia 39, 


AGENTS WANTED 














SALES REPRESENTATIVES 


For a recently expanded, well established New 
Menufasterer’ of Women Ray oh 
priced Line—$1.98 to 32.08 retal ler. Several terri- 
tories open for men accustomed to volume business 
| on Jobbers, Chain and Department Store 
promotional advertising support. 

Write giving complete details and ~~ 4 

IRVAL FOOTWEAR CORP. 

55 South 11 St., Brooklyn, N. Y. 





York 
Popular 














FOR SALE 








FOR SALE 

ORTHOPEDIC SHOE STORE in Rocky Moun- 
tain State, featuring Miller Foot Defender Shoes, 
Child Life Children’s Shoes and Men’s High- 
grade Footwear. Same location 24 years, flour- 
ishing neighborhood — cash business — customer 
record. Reason for selling, ill healt 

Reply to Box 592, BOOT & SHOE RECORDER 

Chesnut & 56th Streets, Philadelphia 39, Pa. 

















MALL SHOE STORE, ESTABLISHED 26 
YEARS in same location in downtown Hot 
Arkansas. Owner passed 
away and widow has reduced stock for quick 
sale; takes $4,750 for complete possession. Rent 
$175 month. A golden opportunity as they have 
well established business, Can be a Fifty Thou- 
sand Dollar Sales. Contact: J. N. LEESON, 
P. O. Box #1014, Hot Springs National Park, 
Arkansas. 


JOVELTY SHOE 


Springs National Park, 


STORE FOR SALE; 

Shows profit every year; East Coast Florida. 
Clean Stock. Retiring reason for selling. Reply 
to Box #588, Boot and Shoe Recorder, Chestnut 
| & 56th Streets, Philadelphia 39, Pa. 





accepted 18 words, $3.60. 
and charged at the word rate. 


When a 





box n 


at word rate. Classified advertising is payable in advance. 
opened for classified advertising except for regular advertisers on contract. 


CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising is 20 cents a word under any of our classified headings. 
er is desired, addressed to any of our offices, 12 words must be added for this 
If advertiser's own name and address is used, count each word (street number is one word) 
Send check or money order with your copy. 


The rate for all displayed or boxed in classified advertisemegts is $14.00 an inch with a maximum of 46 words per inch. 


Notice: All Classified Advertisements Should be Addressed to Our Philadelphia Office—Soth & Chestnut Streets, Philadelphia 39, Pa. 


Minimum amount 


No accounts are 
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SIDELINE SALESMAN WTD. 
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WANTED—SIDELINE MEN 


To sell Miller Shoe Trees and Cordo-Hyde Lacing 
to Men's Retail Stores and Jobbers in South East 
United States. Texas, Oklahoma, Arkansas, 
Louisiana, Mississippi, Alabama, Georgia, North 
Carolina, South Carolina, Virginia, West Vir- 
ginia. Write for full particulars. 


©. A. MILLER COMPANY new wolmouti 











SHOE ORNAMENTS, BOWS AND FOOT 

SOX. Pocket size samples. Manufacturer 
offers highest commission. Reply to Box 556. 
Boot and Shoe Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 


PRIMA THEATRICAL FOOTWEAR, INC. 
547 Wager St., Columbus 6, Ohio 


Sa a a i i i eR i te et ee 


LO er FE ET Ee EEE er ee 


SIDELINE SALESMEN 


needed, due to TREMENDOUS EXPANSION of the world’s largest 
manufacturer and distributor of dance footwear since 1930. No heavy 
sample cases to carry—this “pocket sample’ line is short, hot and fast- 
moving. Get on the Prima bandwagon and cash-in on your share of 
the dance footwear bonanza, if you can carry as a non-conflicting side- 
line. Our prices are the lowest, our quality the highest, and we have 
a powerful IN-STOCK program that guarantees good service. Terri- 
tories open in the Mid-West, West Coast, East Coast and New England. 
If you want to sell the best, made by the leader in the field WHO 
HAS THE MANUFACTURING 
ORDERS SHIPPED ON TIME, write today to Mark B. Deitsch, 


CAPACITY TO GET YOUR 


ee er EE ee er 


SIDELINE SALESMEN: to carry complete 

Line of Nationally Known Rubber Footwea 
in the following territories: Illincis, Ohio, Ken 
tucky, Michigan, North Carolina and West Vi: 
ginia. Salesmen must be experienced and now 
traveling the territory. Write: MR. CAR! SON, 
c/o GOODYEAR EASTERN FOOTWEAR 
CO., 27 S. Hanover St., Baltimore 1, Md 


POSITIONS WANTED 


ANAGER, FULLY EXPERIENCED, CA 

PABLE, now managing department in de 
partment store, desires change, in or near San 
Jose, California. Reply to Box #589, Boot and 
Shoe Recorder, Chestnut & 56th Streets, Phila 
delphia 39, Penna. 











Proctor Services Ohio Direct 


St. Louts— Proctor Counter Com- 
pany will henceforth provide sales and 
service direct to the Ohio shoe markets, 
Frank Proctor, president of the com- 
pany, announced recently. 


Mr. Proctor said that it was with 
reluctance that the long-standing rela- 
tionship with Charles and Richard 
Riesenberger was terminated. He added 
that the Proctor Counter Company’s 
management growth dictated that sales 
responsibility for the Ohio markets be 
now directly accepted in company head- 
quarters in St. Louis. 





Representatives Attend Hood 
And Goodrich Style Meetings 


WATERTOWN, Mass.—Eastern Repre- 
sentatives selling the “P-F” canvas 
footwear line as well as the Sun-steps 
line of casuals for women, misses and 
children, gathered in Philadelphia in 
mid-July to see the 1957 styles turned 
out by the Hood Rubber Company and 
the B. F. Goodrich Company Footwear 
Division. Midwest representatives met a 
week later in Chicago. Both meetings 
were under the direction of Charles M. 
Campion, manager of the Hood branch 
footwear sales, and Ralph L. Little, 
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manager of branch footwear sales for 
Goodrich. 

In a keynote address, J. S. Barrie, 
vice-president in charge of sales, point- 
ed out the opportunity created by the 
trend to the suburbs, the ever increas- 
ing population and high rate of employ- 
ment at high wages. These, he said, in- 
dicate a larger market for youngsters’ 
summer shoes and casual footwear for 
all ages. 

Advertising and promotion plans 
were discussed by P. N. Swaffield, man- 
ager of advertising, and by J. A. Ald- 
red, sales promotion manager. A run- 
way fashion show with commentary by 
J. C. MacKinnon, manager of footwear, 
was a feature of both meetings. 


Midwest Footwear Issues 
Fall and Winter Catalogue 


St. Louis—Midwest Footwear, Inc. 
of Sullivan, Mo., has recently issued its 
new fall and winter, 1956, Nite-Aires 
catalogue, picturing both in-stock and 
makeup patterns in full color photo- 
graphs. 

Stylized angels float across both the 
cover and the contents pages. The 
catalogue includes ‘6ne new makeup pat- 
tern, an open toe closed back capeskin 
leisure slipper with imported Scottish 





plaid lining and foam-cushioned insole. 
The pattern is available in black, red 
and royal blue. 

Nite-Aires will be featured again this 
season, as for the past few years, on 
CBS-TV’s “The Big Payoff” reaching 
an estimated 20 million viewers on 134 
stations. Randy Merriman and Bess 
Myerson are hosts on the show. Nite- 
Aires’ national advertising program 
also includes ads in five well-known 
consumers’ fashion publications from 
now through the holiday season. 


Boire Appointed Treasurer 


At B. A. Corbin & Son 





H. Glenn Powning, Jr., left, president of 

the B. A. Corbin & Son Company of Marl- 

boro, Mass., congratulates A. R. Boire on 

his appointment as treasurer of that 

company. Mr. Boire has been with B. A. 

Corbin since 1928. He succeeds H. G. 
Powning, Sr. 





Roberts, Johnson & Rand 
Appoints Whitsett 





Jack Whitsett has been appointed men's 
and boys’ sales representative for the 
Roberts, Johnson & Rand division of In- 
ternational Shoe Company in West Vir- 
ginia, Virginia and Bristol, Tenn. Mr. 
Whitsett had previously carried the 
Roberts, Johnson & Rand male line in 
Michigan and in the Kentucky and Win- 
chester, Va., territory. 


Boot and Shoe Recorder 














gue ca NN ERM tn a 











WANTED TO PURCHASE WANTED TO PURCHASE 


WANTED TO PURCHASE 
















Topic of the Day 
WHO CAN 
BEAT IKE... 


SURPLUS SHOES 


and CANCELLATIONS 
WHO CAN BEAT | | COMPLETE STORES 
Write or wire for fast ac- 
ee | | nts SE oe 
For the onswer—phone ne a | oolweat FOR OVER 41 YEARS 
LOUIS CAMITTA & SON 


O01 READE ST., NEW YORK, N. Y. 





MOSINGER-COHN 


1235 Washington St. Lovis 3, Mo 











MMM BAR'S BUYS for CASH 77/7/7777 
N Quick decision on your offers of discontinued and 
‘BARIS 


sut,>lus men's, women's and children's shoes. 
THE NATION’S FINEST 


Also complete stores considered 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


\ 79-81 Reade St. + New York 7, NY. ° Tel: WOrth 2-5180 
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WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES. 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 
HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Mex L. Meltzer, Pres. Ivanhoe 1-9830 

















YOU DEAL WITH CONFIDENCE WHEN YOU DEAL WITH THE ORIGINAL 
SAM ( AMITTA & SONS 95 Reade St., New York 13, N. Y. 


COrtlandt 7-6378-9 
Foremost Cash B Fine Shoe Jobs Since 1906 
Surplus Stocks @ Cl e 


Stocks @ Your Name and Brand Protected 
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B.& R. PAYS THE LIMIT 


WE BUY CLOSE OUTS, SHOE STORES 
LEASES ASSUMED 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 


74 READE ST., NEW YORK 7, N. Y. 
WORTH 2-6358 
RALPH VOGEL 
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MY HOBBY 


TOP DOLLAR! Buying, Selling Shoes for 36 years 


FOR YOUR ODDS S$, CLOS 
VOU O80 Anim tree, GLOsEOUTS CASH TOP PRICES 


Discontinued stocks 
EDDY SHOE COMPANY HARRY HESS 
Phila, 6, Pa. 

















132 Me. 4th St. 76 Reade Street New York 7, N. Y. 
Phone: LO 3-9533 Telephone: WOrth 2-896! Beekman 3-767! 
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| WE BUY 








FOR CASH 
V Quality Shoes \ Complete Stores 
dv CLOSEOUTS OR SURPLUS 
from Mfr. or Retailer 
Any Quantity . . . Any Time! 


For Quick Action, 
rite, Wire or Phone= 








CE 1-4898 


QUALITY SHOES SINCE 32 
“WHILE IN TOWN SEE WEIL” 
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Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
LOmbard 3-2062 


CAMITTA SHOE CO. 
120 No. 4th St. ——Phila, 6, Pa. 














ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 


157 DUANE ST., NEW YORK, N. Y. 
RECTOR 2-4170-4171 











for 

e closeouts 

e surplus 

¢ discontinued 
lines 


¢ complete stores 


BROITMAN- 
GAFFIN SHOES 


inc, © BE 3-7290 
146 DUANE ST., N. Y.C. 
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Gro-Cord Rubber Presents 
New Compound Molded Sole 


Lima, O.—Gro-Cord Rubber Com- 
pany announced the introduction of 
FethrKork, a new lightweight bottom 
stock for work and safety shoes. 

FethrKork is a molded sole com- 
pounded of Neoprene and cork and 
buffed on both sides. It is said to have 
all the long-wearing features of Neo- 
prene bottom stock including resistance 
to oil, acids, chemicals, heat, abrasion 
and chipping. 

The company said this slip resistant 
soling material may be either stitched 
or cemented to the shoes. 

FethrKork is available in black, 
brown and natural—in sizes 7 through 
14, 18 and 21 iron flat. Matching heels 
available in 5/8 bevel breast, 8 nail; 
6/8 straight breast, 13 nail; and self 
heels, straight breast, 3/8, 4/8 and 5/8. 





International Shoe Company 
Names New Plant Supers 


St. Louis—International Shoe Com- 
pany has announced the appointment 
of new superintendents for the Mag- 
nolia and Kiefner plants, Perryville, 
Mo., and the Dexter, Mo., plant, ac- 
cording to R. E. King, superintendent 
of the Juvenile division. 

They are Francis J. Toohey, who will 
supervise the Magnolia plant, and Alvin 
R. berger, who will take over the 
Kiefner operation. 

Effective immediately the new super- 
visors will assume the duties of Elmo 
J. Lynch, who has been named super- 
intendent of the Dexter, Mo., plant. 

Mr. Toohey, who began his career 
with International as a packing room 
employe at Mexico, Mo., more than 35 
years ago, was formerly foreman at the 
Chester, ill., plant. 

Mr. Berger began with the company 
in 1923 as a sole leather worker at the 
St. Louis Mississippi-Hickory plant. He 
had been superintendent at the Dexter 
plant since January, 1955, and prior to 
that superintendent at Richland, Mo., 
from 1948-54, 


Mr. Lynch began his career with In- 
ternational at Cape Girardeau as a fit- 
ting room employe. He was made as- 
sistant superintendent of the Magnolia 
plant in 1940, after serving as fitting 
room foreman. 

The two Perryville plants and the 
Dexter plant make Poll - Parrot, 
Weather-Bird, and Red Goose shoes. 





Dewey & Almy Assigns 
Gerrior to Pennsylvania Area 


CAMBRIDGE, Mass.—Henry J. Gerrior 
has been assigned the Pennsylvania, 
Maryland and southern New Jersey 
territories for the sale of Darex shoe 
products, according to Cary S. Giles, 
sales manager, shoe products for the 
Dewey and Almy Chemical Company 
Division of W. R. Grace & Company. 

Mr. Gerrior has been a member of 
the company’s sales force in New En- 
gland. He was formerly with Walsh 
and Cody of Boston and is well known 
in the shoe industry. 








WANTED TO PURCHASE 








CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 








WE PAY CASH 
for your 
- SURPLUS STOCK 
* DISCONTINUED LINES 
* CLOSE-OUTS 
Entire Stock or Portion 
High Quality Shoes Preferred 
Ladies’ * Men's * Children's 
31 No. 4th St. 
BARSH & CO. Phila. 6, Pa. 
Write or PHONE - MA 7-1666 





Heads Shoe Division Drive 
For Muscular Dystrophy 


Ms 





Ben Somers, president of Capezio Inc., 
has been named chairman of the 
Women's Shoe division of Muscular Dys- 
trophy Associations of America, Inc. He 
will organize support in the women's 
shoe industry for the 1956 March for 
Muscular Dystrophy, annual fund-rais- 
ing drive to support research. 
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UNIQUE + IRVANA 
LUXTAN + UNIBUC 


ONYX + UNIGLOVE 
FEATHER LEATHER 


FINE UPPER LEATHERS anp SPLITS 


140 BEACH STREET 


BOSTON MASS 





FROM OUR THREE TANNERIES 


94 


11 


PEABODY, MASSACHUSETTS, HARTLAND, MAINE 








MORRIS BAYROFF 


formerly with M & R Shoe Co. 
1S NOW LOCATED AT 
157 DUANE ST., N.Y.C. 
Telephone REctor 2-4249 
Highest Prices Paid for 








Complete Stores & Closeouts 
Leases Assumed 








MERCHANTS’ NEEDS 








Itats v Ydeas 


OR VOUT 


NEWSPAPER, ADVERTISING 


—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
raphs and beautiful art work 
or direct mail and news- 
paper advertising. 


Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores 
cities you want to see or 
leave the selection to our ad- 
vertising staff. 


cs 
VINCENT EDWARDS & CO. 
World's largest advertising 
service organization 
342 Madison Ave. 
New York City 











BUY BONDS 
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Shackles 


CROMPTON 
RICHMOND 
COMPANY 





When your working assets are suddenly confronted with 


unexpected pressure — a shift in buying habits; delay in raw 


shipments, abnormal volume increase, or a need for retool- 


ing — that’s the time to investigate Crompton Factoring. 


Because that is no time for a large part of your capital to 


be locked up in receivables. 


Take the shackles off your capital, off your production sched- 


ules, off your purchasing needs. Let Crompton turn your 


receivables into immediate 


sary freedom to operate. 


‘ash and thus give you the neces- 


Moreover 


, Crompton Factoring 


cuts your overhead by eliminating credit and receivable 


bookkeeping personnel, as well as the chores and costs in- 


volved in collections. 


The Human Faclor 





CROMPTON-RICHMOND CO., INC. 
1071 Avenue of the Americas, New York 18, N. Y. 


Crompton-Richmond-Joel Hurt Co. 
Glenn Building, Atlanta 1, Georgia 
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..and the 
Factory 
Superintendent 


















To the superintendent of a shoe 
factory, shanks can be almost a 
forgotten item unless a problem arises. 







Well made, properly fitted shanks 
help the superintendent avoid shoes 
that twist or don’t tread right. 
They reduce returns due to broken 
breast flaps or from shanks 

wearing through outsoles. 


United makes shanks that lift worries 
off superintendents’ minds. That’s 
why scores of leading, practical 
shoemen specify United Vita-Tempered 
steel and steel combination shanks. 
They know they can rely on them. 





VITA-TEMPERED STEEL SHANKS 


UNITED SHOE MACHINERY CORPORATION + BOSTON, MASSACHUSETTS 
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COLORED*® PATENT LEATHER 


available in Colonial Bolero Red, 
Copper, Gunmetal, Blue Satin 
and Black Patent Leather 


COLONIAL TANNING COMPANY. INC., BOSTON 11, MASSACHUSETTS + 





Everything You I 
for a Successful E 


ALL present and a 


in th 





Because of their “all three” size 
structure Gerberich Dealers get 
customers at an early age and hold 
them until they graduate into the men’s 





shoe department. Gerberich Quality, ? 
GERBERICH DEALERS , YOUTHS 12%-3 
BOYS 1-6 


inherent in all three lines, assures the 
satisfaction that builds youngsters’ BIG BOYS 6%-11 


loyalty and brings repeat business 





from 
Gerberich- 


OFFICES: NEW YORK, Marbridge Building, vee vont pe "ge 
Room 417, LOS ANGELES, Haas Building, Payne y 


Room 919, PHILADELPHIA, 12 S 12th St., SHOE COMPANY 


Room 914. 
IN CANADA. J. Leckie & Co., LTD. MOUNT JOY PENNSYLVANIA 


all the way! 





